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CHICAGO . 


e When you see this trademark—a symbol of quality 
since 1893—remember what’s behind it. The steadily 
growing demand for the type of products for which 
Ungerer is famous has been met with the recently-con- 
structed plant at Totowa, N.J. 


The expanded facilities of this extensive, modern in- 
stallation have made possible even faster service, more 
complete service, closer chemical control, better quality 
maintenance and more extensive research. 





BOSTON . PHILADELPHIA 


Behind the Ungerer trademark also are the men, ma- 
terials and methods to give you the kind of product and 
the kind of service you demand, It will pay you to con- 
sult this source, known for its high standards of quality 
and dependability for more than a half century. 


Make Ungerer your source for Essential Oils, Terpene- 
Oils, 
Genuine and Imitation Fruit Flavors and Natural Floral 


less Aromatic Chemicals, Perfume Compounds, 


Products. A letter on your company stationery will bring 
our latest catalog describing these quality products. 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 


Industries was instituted, the industrial ucts is Sandalwood — Santalum Album 


and agricultural development of My- (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to sore heartwood, Genuine Mysore 


develop Mysore’s vast resources will con- Sandalwood Oil, distilled at our 





tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“Y* Ofdefte Sffence Diftifftrs:” 


Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. + LINDEN, N. J. 


NATIONAL Cer ¥e CALIFORNIA . LONDON e MITCHAM $ wiowes 
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Editorial 


Comment 


What May be Expected in 
Cosmetic Excise Tax Relief 


It seems probable that the bur- 
densome excise tax on cosmetics is 
to be lightened. President ‘Tru- 
man’s message expressing = sym- 
pathy with the removal or reduc 
tion of these war time levies is not 

taken lightly. The continu- 
and rising tide of protest 
against the excise tax on toilet 
preparations culminating in_ the 
recent presentation by J]. Henry 
Healy Sr., president of the Phila- 
delphia Cosmetic Assn. of a peti 
tion to amend the tax signed by 
226,000 substantial citizens of Phil 
adelphia, Baltimore and cities in 
Virginia, West Virginia and South 
ern New Jersey to the senior sena 
tor from Pennsylvania, has made 
itself felt in Washington. ‘The mat- 
ter has passed the argument stage 
and it is fairly certain that Con- 
eress will find other sources of rey 
enue to replace that raised by any 
olf the excise taxes which are re 
duced or eliminated. 

No one expects all of the excise 
taxes to be eliminated. Reductions 
in some—including the tax on toi- 
let preparations—are much more 
probable. ‘Taxes on others such as 
whiskey, cigars, cigarettes and gaso- 
line are likely to remain just as 
they are. Moreover the reductions 
are not likely to come promptly. 
\t least a few months will be re 
quired to draft a passable bill. 

In the meantime, pending the 
expected cut in the toilet prepara 
tions excise tax, It Is possible that 
the buying public may defer its 
purchases until after the cuts are 
enacted. In the case of the higher 
priced items this may be so; but 
lor the popular priced items, ex- 
perience seems to indicate, con- 
unlikely to postpone 
purchases to any appreciable ex 
tent. 
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All Bills to Repeal Fair 
Trade Laws Defeated in 1949 


It is significant that not a single 
bill to repeal fair wade laws was 
enacted in 1949. Five states defeated 
such legislation and Florida enacted 
a fair trade law to remedy a legal 
decision hostile to fair trade in that 
state. 
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a new and distinctive perfume oil 
to add high-fashion appeal to 
your lower-priced products. 
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Send for a sample of Flordine and then compare it with 
other perfume oils for quality — and for price! We are 
sure you will agree that it is one of the most remarkable 
concentrated Perfume Oils ever offered perfumers at such 
exceptionally low cost. Flordine has the haunting, pungent 
fragrance found in the finest perfumes. It possesses all the 
necessary fixative properties to make it long lasting in 


the finished products. 







For your perfumes, toilet waters, creams, powders and talc. 


8.50 
per pound 


18 Elmcroft Rd., Stamford, Connecticut 


NEW YORK « ATLANTA « CHICAGO « DALLAS 
PITTSBURGH « MEMPHIS « SAN FRANCISCO « LOS ANGELES 
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* Send for a sample of Flordine today! 
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A GREAT OAK +++ 


LIKE THE PROVERBIAL OAK, Avon Allied Products, 
Inc. has its roots deep-down... nourished in the basic 
traditions of our industry. Firmly foundationed on 
the founder’s ideals of integrity, sincerity and crafts- 
manship, the Company has flourished and matured 
into the largest manufactory of Private Brand Cos- 


metics in the world. 


Today, Avon Allied’s branches extend from coast to 
coast and into Canada to serve you more efficiently. 
Yet, its efficiency is never dissipated by over-eager 
attempts to serve a vast number of clients, lest the 
results fall short of the Company’s purpose: To pro- 


duce and assemble products. built to the highest 


standard known to the American cosmetic industry. 


When you are considering improving a product or 
creating a new one, it is good to know these things 
about Avon Allied. Take advantage of the opportu- 
nity to use the superior facilities and knewledge 
which Avon Allied’s technical staff puts at your dis- 
posal: Men with a wealth of experience and special- 
ized skills and the most modern scientific equipment 


that can be bought or developed. 


By utilizing Avon Allied’s highly specialized service, 
developed during more than sixty years of successful 
operation, you too may confidently look forward to 


the fulfillment of your own long line of “Great Oaks?’ 


Me: Pedich INC. 


Makers of the World’s Finest Cosmetics + Pricate Brand Specialists 
30 ROCKEFELLER PLAZA, NEW YORK 20. N.Y. 
Plant and Laboratories: SUFFERN, N.Y. + PASADENA, CALIFORNIA + MONTREAL, CANADA 
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ff Yes, more than 80% of all 
/ the lemon oil used in the 
® "United States is Exchange 
Lemon Oil! 
j This overwhelming endorse- 


ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


oe 


OIL OF 


ie a we © Ld Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 


te Ss. i 76 Ninth Avenue, New York 11, N.Y. 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. } 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 





N Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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( REQUIRE NO ALCOHOL) 
ORBIS ‘“‘AQUASPRAY” PERFUME OILS —_— Formaldehyde Solution U.S.P. with suf- 


are recommended for the preparation ficient water to make 1 gallon, a spray 
of sprays for deodorizing and purifying in a permanent milky emulsion form is 
foul air in homes, institutions, hos- obtained at a finished cost of less than 
pitals, theatres, etc. They require no 38 cents per gallon.* This is a real profit 
alcohol. producer. 


By merely mixing 3 ounces of Aqua- 
spray Perfume Oil and 3 ounces of 


* Based on the gallon price of '’Aquaspray. 


ODORS AVAILABLE 


Apple Blossom Gardenia Mint Pineneedle 

Borquet Kashmiri Honeysuckle Narcisse Rose 

Bouquet +550 Jasmin New Mown Hay Syringa 

Carnation Lavender Orange Blossom Violet 

Cedar Lilac Oriental Spice Wintergreen 
Locust Blossom Persian Bouquet 


PRICE: $2.00 per pint, $14.00 per gallon 


A request on your letterhead will bring further details 


and sufficient sample for 1 quart of finished spray. 


ORBIS 


PRODUCTS 
CORPORATION 
215 PEARL STREET, NEW YORK 


FACTORY AND LABORATORY: NEWARK, HM. 4. 


Haz 








New Catalog now available. 


Write for your copy. 7” 
















COSMETIC RAW MATERIAL PERFUME BASES QUINCE SEED 
WATER SOLUBLE GUMS ESSENTIAL OILS OLEO RESINS 
FOOD COLORS FRUIT FLAVORS STEARIC ACID 


WAXES 
THYMOL 
AROMATICS 





















CHICAGO PHILADELPHIA MEXICO, D.F. BOSTON LOS ANGELES MEMPHIS, TENN. 
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Hazel-Atlas Glass 
Company 


Wheeling, West Virginia 


.and so are beauty products. 


beauty and sell your product. 


or special designs for exclusive use. 
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Colognes 


for Spring | 


we 
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new, fresh, fine fragrant 
colognes to your kaster line 


Your line of colognes can include 





the classic pure eau de cologne 
for which use our 


EAU DE COLOGNE I 





a floral cologne—our 
EAU DE COLOGNE Il 


with bouquet of Lilac or Gardenia 





a heavier type—our 
EAU DE COLOGNE RUSSIAN 





or a French bouquet—our 
EAU DE COLOGNE FRENCH 4455-CO 





We specialize in eau de cologne odors also for soaps and 


cosmetics generally. Let us assist you in making your choice. 


Ob... eae. 


601 West 26th Street, New York 1, N.Y. 
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spring sales strategy Gr rm 


begins with 
Dreyer essences for 
BATH SALTS, ~ 
POWDERS 
AND LIQUIDS 








Spring’s perennial favorites are ready ' 
> 
for you...or if you desire, essences may be = P. R. Dreyer © 
ae : ; ee ; 119 West 19th O-» Ine, 
, > Neci > ‘re > ; . Street 
blended to your special requirements. Gentlemen . New York Ny 
The Dryer Perfume Stylist qwaits the opportunity of = 


serving you...with the fragrances preferred by the 
fashion-wise... priced for today’s toiletry needs. tats 


PINE, GARDENIA, APPLE BLOSSOM AND OTHERS 


Name_ 
. Company 


rt) nes 0: SA Ip it ) ——— 7 


119 WEST 19th STREET - NEW YORK 





& Essential Oil Revieu February, 1950 99 








In each of these great centers of the Soap, Perfumery and Cosmetics industries there 
is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and technical resources which nearly 
in the World’s Essential Oil and 


available to the House of CHIRIS. 


200 years of outstanding leadership 


Aromatic industries have made 





ANTOINE CHIRIS Co. Inc. | 


119 WEST 57th STREET, NEW YORK 19, N. Y. | 


ESTABLISSEMENTS ANTOINE CHIRIS ANTOINE CHIRIS, LTD. 
GRASSE - PARIS LONDON 
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Lilas Eternel 





Eternal as the rebirth of Spring is the fragrance of 
Lilac, unchanged since its first bloom countless cen- 
turies ago, ageless in its appeal to man. The achieve- 
ment of a lifetime’s study in creative application of 
new aromatics, Lilas Eternel captures the blossom’s 
timeless fragrance — distinguishing this specialty from 


the multitude of conventional Lilacs. 
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Wise planning at the start is vital to the success of your new 
perfumed product. Its perfume must be not only a thing of 
true and lasting beauty .. . but well adapted in style and 


appeal to the intended market and to the product itself. 


Seek the counsel of the van Ameringen-Haebler perfume 


chemists whose skill and experience are unmatched in the field. 


MERINGEN” .AEBLER, INC. 


521 WEST 57th STREET, NEW YORK 19, N. Y. 





SOME OF 
ROBERTET’S 


SPECIALTIES 





FIXATIVES 
Cistol 
Olibanol 
Peruviol 


Tolurone 





The finest natural raw 
materials for your 


Perfumery, Soaps 


and Cosmetics... 


FLOWER OILS ORRIS PRODUCTS 
Absolute Cassie Orris Concrete Extra PR 
Absolute Jasmin Orris Liquide 100% 
Absolute Lavender Resinoid Orris Sirupeux 
Absolute Rose de Mai Resinoid Orris 31 


P, Robertet Ine. 125 East 23 Street » ORegon 3-7585 


THE NEW YORK OFFICE OF P. 


104 February, 1950 


ROBERTET & CIE. + GRASSE, FRANCE 


The American Perfumer 





















... Stands for Od 
and( )popa 


. . AND for promising opportunity, as well. For no ordinary spe 
PANAX #5. Basically, of course, it is an oriental, amber note—warm 
ing. But modifying this is an added quality that puts OPOPANAX # 


commonplace. This is an appealing and provocative top-note—a 


effect—that gives a new, fragrant dimension to the composition o 
comes a part. Skillful blending and fixation make this, not a will-o-th 
but a lasting and delightful characteristic of the over-all fragranc 
the use of OPOPANAX +5, perfumers will find opportunity f¢ 
striking new odor effects not only for oriental-styled fragrance: 


fancy bouquets as well. Would YOU like to examine a free 


le 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 


BRANCH OFFICES and *STOCKS: Asante, Georgia, Boston, Massachusetts, *Chicago, | 
Obie, Cleveland, Obio, Dallas, Texas, Detroit, Michigan, *Los Angeles, California, Philadelphia, 
San Francisco, California, *St. Lomis, Missouri, *Toronto, Canada and * Mexico, D, F. FACTORY: 
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SOMETHING NEW 
IN ORIENTAL EFFECTS... 


ininien SPECIALTIES are pertume bases in- 


tended primarily for the perfumer who desires to im- 
part a higher degree of originality and distinction to his 
own composition. They may be used either as an odor 
base or as a perfume additive for rounding out and im- 
proving the fragrance of the finished goods. Typical ot 
the many useful specialties available through our labora- 
tories is the one featured on the inside page of this insert. 
OPOPANAX #5 is a very interesting modification of 
the gum-resin derivative, Opopanax, the basic ingredi- 
ent of most oriental-type fragrances. Read what it can 


do for you. 


q 4 ¢4 4 a + 4 PLEASE UNFOLD THE PAGE 


SALESWORTHY AEROSOLS... 


ai every new development involving the use of 


aromatics, the fast-growing use of low pressure aerosol 
dispensers has brought with it certain technical problems 
tor which the pertume laboratory has had to supply che 
answer. Ever since their introduction, it has been ou: 
privilege and good tortune to work closely with both the 
nanutacturers and users of these ingenious devices. On 
the basis of our experience and contributions to this field 
we believe we are in an excellent position co aid others i1 

terested in the development of salesworthy aerosol dis 


pens¢ d produc ts 


PLEASE TURN THE PAGE 
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EADERS in the aero- 
sol industry expect annual sales to 
treble in dollar volume, from to- 
day’s thirty-three million to a lofty | 
$100,000,000 within the next two 
years. It takes no imagination to 
sense the rich market-potential in 


this fabulous new field. It does take 


imagination and creative ‘“know- 
how” to produce the favored prod- 
ucts that will capture a deserving 
share of this profitable business. To 
manufacturers now engaged or con- 
templating entry in this field, we | 
offer the facilities and experience | 
needed for solving any aerosol 


odorizing problem quickly and eco- 


ag. 
B R i T 1 § CH & er f Re a for speediest action, send along an 
stablished FRO BPR 1871 § 


unperfumed sample of your prod- 


nomically. Just write us fully—and 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. uct which will be returned to you, 
BRANCH OFFICES and “STOCKS: Atlante, Georgia, B n, Massachusetts, * Chicago, Ulinois, Cincinnat for your consideration, appropri- 
Obio, Cleveland, Obiv, Dallas, Texas, Detroit, Michiga I tr California, Philadelphia, Pennsylvania . 





San Francis Caifornia, *St. Louis, Missouri, *Toronto, Canada and * Mexico, D. F. FACTORY: Clifton, N. ] 
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Special Shape Perfume 
Bottle Cap 


Ty ey / P. 
COV NA! AN ADE AO Bail Ban 
BO Snap Jar Cap 
a c.O Serum Clamp FO Bobby Pin Holders 
po Perfume Bottle Go Lotion Dispenser 
Holder Ho Lotion Pump 
, provect ie My problem is none of the above: put 
NAME 
COMPANY 
ADDRESS ; 
city ae ZONE.-**** 
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LONDON 


GRASSE 


POWER ROAD. CHISWICK W. 4. 
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BOITE POSTALE 135 
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ESSENTIAL OILS 
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AROMATIC CHEMICALS 
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PERFUMERY 
RAW MATERIALS 


em 


CONCENTRATED 
FLORAL PRODUCTS 


FRUIT AND 

FLAVOURING ESSENCES 
SOLE DISTRIBUTORS 
LAUTIER FILS 


INCORPORATED 
321 Fifth Avenue, New York 16, N. Y. 


Bo ae 


Reon a ito uco etek ae 
all over the world 
In enormous stills 
such as this 


continuously distills 
raw materials from 
all origins 
yielding a wide variety 
of essences 
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@ PRIVATE MOLD 








i Your own individual closure adds to the Sales value and im- 
' mediate identification of your package . :. Our experience in 
_ developing private mold closures for some of America’s most 


STANDARD CAP 


AND MOLDING COMPANY, inc. 


STOCK CAPS 
too... We'll be glad 
to send you samples 


in any size you require. 
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for your bottles, tubes or jars 
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Exacting control in bleaching Beeswax in flakes on canvass exposed 


ond refining beeswax to bleach in sun and air. 


Bleaching Beeswax by sun and air is perhaps among the most ancient of 


all industries. 





) 
Write for Samples and Prices 
Serving 
Ty 
Cosmetic 
and 
Pharmaceutical } 
trades 
for 69 years 
| 
Beeswax slabs on nets exposed Beeswax flaking and 
to bleach in sun and air. ribbon machine. 
Celebrating Our Seventieth Anniversary 
— = ) 


E. A. BROMUND CO. 


Bleachers and Refiners of Beeswax 
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Co., San Francisco and Los Angeles, Calif. Hukill Chemical Corp., 4641 Prospect Avenue, Cleveland 5, Ohio. 





108 February, 1950 The American Perfumer 





—_— 


esiderata 


by MAISON 


BALDNESS 

Writing in Archives of Derma- 
tology and Syphilology, Drs. Ayres, 
Ayres and Mirovich report five 
cases of baldness in women as a re- 
sult of consistently using metal 
curlers. The baldness developed in 
spots about the ears. Two of the 
women had been wearing their 
hair pulled tightly away from the 
face by braiding. 

We are all aware of the oriental 
acrobats who hang by their hair, 
day-in and day-out as a part of 
their job, and who don’t develop 
baldness, for if they do they are out 
of a job. In addition, a theory re- 
cently propounded indicates that 
some tension on hair appears to be 
a desirable thing for maintaining 
hair growth. 

rhe work reported by the three 
Doctors is intended solely as a sci- 
entific indication of a_ possible 
cause of baldness but the press re- 
lease by the A.M.A. on this subject 
implies considerably more, and at 
first glance one gets the impression 
that women who use metal curlers 
or who braid their hair will go 
bald. 

In this line, work by Rubin re 
ported in the J. of Invest. Dermat., 
13, 313, 1950 offers a preliminary 
report on experiments which in 
part check the work of Linser and 
Kahler who in turn checked Jaffe. 
The latter claimed that a solution 
of Cholesterol in  Petrolatum 
caused an increase in hair growth 
on the shaved skin of rabbits. Lin- 
ser and Kahler’ found _ that 
plain Petrolatum or a solution of 
Cholesterol in Petrolatum caused 
equally increased hair growth 
when rubbed in. These authors 
concluded that the rubbing was 
the cause of the increased hair 
growth. 

Rubin tries to determine 
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whether there is a thickening 
the horny layer of the skin as a 
result of rubbing. His experiments 
prove that there is a_ thickening 
when a Lanolin type absorption 
base was used as the lubricant but 
that there appeared to be no thick- 
ening when the lubricant was not 
used. In commenting on his find- 
ings this worker believes that there 
is just as much thickening with 
and without the absorption base 
but it is not apparent because the 
dead scales are removed by friction 
as a result of the absence of lubri- 
cation. In addition, the lubricant 
tends to increase cohesion of the 
horny lamellae resulting in a de- 
crease in the rate of shedding. 


SQUALENE IN SEBUM 

Throwing further light on the 
composition of human Sebum So- 
bel, (J. Invest. Dermat., 13, 333, 
1949) reports finding squalene in 
sebum, developing a color reaction 
to prove its presence. As such, the 
finding does not seem too important 
at first sight, but on checking fur- 
ther there are several considera- 
tions that require some study. 
Squalene has two properties that 
may play an important roll in skin 
physiology; oxygen is easily taken 
up directly by it or in conjunction 
with ultraviolet irradiation and 
secondly, it cyclizes readily. To 
quote the author, “several tetracy- 
closqualenes and pentacyclosqual- 
enes are theoretical cyclization 
products of squalene, and aberrant 
cyclization could yield a hydrogen- 
ated derivative of chrysene. This 
could presumably occur in associa- 
tion with conditions which are fre- 
quently known to precede cancer, 
such as burns and ultraviolet irra- 
diation. Aromatization of the ster- 
oid nucleus has been suggested as 

pathway for the biogenic forma- 
tion of a carcinogen. Similarly, the 





M. G. DeNavarre at work in his laboratory 


aberrant tetracyclosqualene could 
be aromatized to a_ polymethyl 
chrysene. Several chrysenes have 
been shown to have some carcino- 
genic activity.” 


UNUSUAL ALLERGY 

Three cases of acute dermatitis 
resulting from the use of compound 
tincture of Benzoin have been fur- 
ther checked against ten control 
patients with skin diseases and 
twenty patients without skin dis- 
eases. Accordingly, Drs. Steiner 
and Leifer advise that compound 
tincture of Benzoin or any of its 
constituents should not be used on 
patients with a history of allergy. 
In these tests the Drs. found that 
Cinnamic Acid and Benzoic Acid 
were also irritating. Oddly enough, 
Balsam of Peru 10 per cent in pet- 
rolatum showed less sensitizing ef- 
fect than did a 10 per cent tinc- 
ture of benzoin in two of the pa- 
tients. 

Here, then, is another allergy 
from a naturally occurring resin 
which cosmetie and perfume man- 
ufacturers must watch for. Benzoin 
is an ingredient of a number of 
hand lotions and is used rather 
commonly as a fixative in_ per- 
fumes. In some cases it is used in 
hair dressing. If allergies have re- 
sulted from the use of products 
containing it, it is possible they 
may be caused by the presence of 
Benzoin. 


SACHET 


The supplier of dried aluminum 
hydroxide jell suggests the use of 
his material as a base for absorbing 
perfume in dry sachet. The power- 
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tube-packaged product—see Sheffield first. Prac- 
tically a century of experience is at your service 


to help you find collapsible tubes exactly right 
Development of a special type collapsible tube 


for your product. 
to withstand chemical reaction and assure full 


For consultation . .. without obligation... call] 
or write your nearest Sheffield office. 


efficacy of ammoniated toothpastes was a prob- 


lem in cooperative research first solved at Shef- 


field. Illustrated literature on tin, tin-coated, lead, 


If you have a problem in tube packaging . . . if 
you have need to be first to market with a new 


Sheffalloy, and aluminum tubes is yours for 
the asking. 


*THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - NEW LONDON, CONN. 


W. K. SHEFFIELD, V. P CHICAGO 16, ILLINOIS 


T. C. SHEFFIELD 
NEW YORK 18, N. Y., 500 FIFTH AVENUE 3132 CANAL STREET 


LOS ANGELES 38, CAL., 7024 MELROSE AVE 
EXPORT: S500 FIFTH AVE. N.Y. CABLE “DENTIFRICE’, NEW YORK 





*Formerly Named New England Collapsible Tube Co.. Not to be construed as a change in ownership, management, personnel or policies. 
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ful adsorptive and absorptive prop- 
erties of aluminum hydroxide pow- 
der infer a possible usefulness in 
sachet as a perfume carrier. The 
idea is worth checking further. 


SILICONE EMULSIFIER 


A recent patent discusses the use 
of one of the large family of Sili- 
cones as an emulsifying agent, a 
rather unusual use for these 
unique products. It will be inter- 
esting to see what further develop- 
ments take place in this field with 
Silicone compounds. 


STARCH IN FACE POWDER 


While American practice tended 
to discontinue the use of starch as 
a face powder material, European 
practice continued its use. During 
the last 15 or 20 years after one 
face powder manufacturer  sug- 
gested an iodine test to prove that 
face powder was made with starch 
and thereby implied the potential 


danger, a handful of face powders 
on the American market continued 
to contain rice starch as an ingre- 
dient. 

This trend is on the increase for 
no material possesses quite the 
unique properties of starch. Fur- 
ther, the danger supposedly inher- 
ent to the use of starch has not 
been established in fact. Fermen- 
tation on the skin surface did not 
take place as some thought it 
would. 

As a result, the introduction of 
a new kind of starch that is resist- 
ant to wetting by water and has ex- 
cellent slip and dry flow suggest its 
potential use in face powder, thus 
giving it a soft and silky texture 
causing it to flow almost like water. 
An aqueous suspension of this 
starch is practically neutral thereby 
contributing nothing to the alka- 
linity of face powders made with 
ordinary Tale and _ other sub- 
stances. 


Questions and Answers 


791: SUPPLIER OF ROWLAL 


Q: From whom can we purchase 
Alkyldimethylbenzlyammonium- 
chloride? Can it be incorporated in- 
to emulsions without losing its ef- 
fectiveness? Otherwise, is it alcohol 
soluble? In what concentration 
must it be used to be effective with- 
out danger? From whom can we get 
further information regarding the 
hydrostate containing cystine and 
methionine, as described on page 
205 of your March 1949 issue? For 
your convenience, a stamped self- 
addressed envelope is enclosed. 

S.E.—OHIO 


A: The Alkyldimethylbenzyam 
moniumchloride can be obtained 
from the Winthrop Chemical Co. of 
33 Riverside Ave., Rennsselaer, 
N.Y. The material cannot be mixed 
with Anionic substances or it ts in 
activated. We believe it is miscible 
with alcohol. Its concentration in 
use will vary with the purpose for 
which it is intended. Winthrop will 
give you a schedule of dilutions. 
The name of the supplier of the Hy 
drolysate containing Cystine and 
Methionine is sent by letter. 
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792: COCONUT SHAMPOO 


Q: Do you have available a mod- 
ern formula for a Coconut Oil 
shampoo containing — treithanola- 
mine, and a reliable “Dandruff Re- 
mover’’? 


A: The following formula will be 
found satisfactory upon dilution 
with water: 

Oleic Acid 56 lbs. 

Cocoanut Fatty Acids 42 lbs. 

Triethanolamine 58 lbs. 

Propylene glycol 55 lbs. 

Procedure: Heat the ingredients 
C. and mix un- 

til uniform. Be sure there is no 

excess of either fatty acid or 

Triethanolamine. Dilute from 

4 to6 times with distilled water. 
Any good soap shampoo will re- 
move loose dandruff scales. 


to about 65 deg. 


793: LANOLIN SUPPLIER 


Q: Please send me the name of the 
supplier or the manufacturer of the 
hydro-alcoholic soluble lanolins. I 
haven't yet been able to find the 
manufacturer of the Polyethylene 
Oxide Condensate. The 


Kessler 


Chemical Co., Inc. of Philadelphia, 
has sent me Kolyettylene glycol 400 
Mono stearate but that will make 
my hair tonic which it has 50 per 
cent alcohol cloudy. The Glyco 
Products Company, Inc. of Brook- 
lyn, New York wanted to know 
more about the product for which 
I do not know. 

I.R.C.—NEw York 


A: Replying to your letter of re- 
cent date, the hydro-alcoholic solu- 
ble lanolins are made by the Atlas 
Power Company, Wilmington, Del- 
aware. The Polyethylene glycol com- 
pound for hair drying is made by 
Carbide and Carbon Chemical 
Corp. under the designation Ucon 
Lubricant. 


794: PERFUMED LACQUER 


Q: We are interested in a per- 
fumed lacquer for applying to the 
inside of dresser drawers, etc. When 
brushed on paper it has no wetting 
action whatsoever. It can be re- 
moved from the furniture with just 
plain water. 


V.A.M.—OHIO 


A. Offhand we don’t know what 
the product looks like. It goes 
through our mind that it is an 
emulsion similar to an emulsion 
paint, using possibly casein or a 
similar substance as the emulsifying 
agent for the fixed and volatile oils, 
the casein being made_ soluable 
principally with a fixed alkali such 
as triethanolamine or borax. This 
makes the lacquer water-removable 
ata subsequent date. 


795: FOAM BUILDER 


Q: I am planing to manufacture 
my own specialty line of cosmetics, 
including a cream shampoo made 
from Duponol WA paste, sodium 
stearate, water, lanolin and a foam 
builder. Do you recommend sodium 
sulfate as a foam builder? And if so 
what per cent? I have enclosed < 
stamped self addressed enve lope for 
your convenience. 

D.E.F.—GEorGIA 


A. The reason sodium chloride is 
preferred to sodium sulfate ts that 
it gives better capacity and texture 
as well as aids in building foam. Ac- 
tually, one of the sodivine poly phos- 
phates may be preferred. The only 
way we know of preventing tube 
corrosion is to have a satisfactory 
liner, preferably baked on. If you use 
one of the sodium poly phosphates, 
around two percent is a satisfactory 
amount, 
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One doesn’t gain prestige from mediocre 


work. It takes the patience of Job, the per- 


to gain an enviable reputation in soaps and 


| sistence of an ant, and the magic of Merlin 


perfumes. 


It’s taken much scientific skill, heavy invest- 

J / ment, and sixty years of 
. root oO the matter: constant research for Syn- 
eur to gain that enviable 

reputation. And _ never-ceasing vigilance 

maintains that reputation for quality and 


dependability. 


These factors are behind Synfleur’s com- 
plete, individualized service to all its cus- 
tomers. When you buy quality perfumer’s 


and soapmaker’s materials, be sure they 
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have Synfleur’s reputation behind them. 


Synfleur means satisfaction. 
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ow Premiums Can Boost 


+ FEBRUARY 1950 


Sales 


Many untapped cosmetic opportunities for promoting products 


in the mass market . 


the selection of a premium . 


MARGARET 


ERFU MES and other cosmetic adaptations or ac 

cessories have a universal appeal to women in all 

walks of life, according to our experience in the 
premium business. By the premium business, | do not 
mean that we actually either buy or sell premiums. We 
are an advertising agency. Like any package product 
agency, we prepare advertising to sell our clients’ prod 
ucts. For many of the products we represent, the use of 
premiums helps promote the sale of our clients’ products. 
In such cases, we recommend theix use to our clients and 
help the client find suitable premiums for their promo 
tions. 

Since package products advertising must reach a 
broad, representative audience—usually of women, in 
the case of food products—we constantly seek premi- 
ums of low cost that will appeal to women of all ages 
and in all walks of life. It is possible that our experi- 
ence may give some clues to the cosmetic trade both 
for greater exploitation of premium items and for ex- 
ploration into a wider, mass retail market. 


WHAT MAKES A GOOD PREMIUM 

Our successful experience does not mean that just 
because an item is related to cosmetics or perfume and 
can be offered at low cost that it will necessarily be a 
good premium. There has to be an extra ‘something’ 
in the offer to induce a woman to buy the product, tear 
off the label, write a letter, enclose her money, put on 
a stamp, mail the order and then wait for her premium 
to reach her. It is that extra “something” that makes 
the difference between a cosmetic product and a possi- 
ble cosmetic premium. 


The author is and has been premium manager of the Duane Jones 
Co. for over two years. Prior to that she handled radio promotion 
for Seventeen Magazine. During the war she was labor relations 
director of a defense factory. All told she has had more than 15 
years of experience in radio, promotion and public letters during 
which time she wrote books and articles for newspapers and maga- 
zines. She also served on the staff of Columbia University for 
several years and lectured on radio at New York University. 
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. Premium deals . 


. Basic factors in 


. Self liquidating premiums. 


HARRISON 


Hardly a premium season goes by that some cosmetic 
or perfumed item is not made available “for a boxtop 
and a quarter” (or 35¢, 50¢ and other prices). There 
have been perfume earrings, perfume bracelets and 
necklaces, heart sachet lockets, lipsticks, compacts, per- 
fume itself and perfume wtih applicators. They are 
offered through radio, magazines, newspapers, on the 
backs of boxes, through handbills, inserts, and so on. 
Most of this type are the so-called “self-liquidators” 
—that is, the amount of money sent in by the customer 
covers the entire cost of the premium. 

Currently, one of our clients is offering a “perfume 
pencil” for a product label and twenty-five cents. This 
is a mechanical pencil, flashed in gold, that has a wick 
at the top dipped in perfume. According to tests we 
have made, a pencil alone does not appeal to many 
woman. That extra that makes this a 
good premium for promoting our client’s product is 
the perfume scent. 

Last Fall, another of our clients offered a plastic 
powder dish with a hand-painted orchid handle. A 
gold perfume bottle with an orchid stopper was offered 
as a follow-up. In both cases, the hand-painted orchid 
was the extra. Another client offered a golden perfume 
flacon containing water from the Fountain of Youth 
scented with a nationally known perfume. 


“something”’ 


A PREMIUM YARDSTICK 

The extra “something” is difficult to analyze or ex- 
plain. Duane Jones, president of our agency, and long 
known as “the boxtop king,” has had years of success- 
ful experience in the development of original premi- 
ums. His “Premium Yardstick,” which we in the 
agency find fool-proof when properly applied, makes 
clear the basic thinking which must be done to either 
create or select a good premium. Mr. Jones’ criteria 
for judging premiums are: 

1. The premium should have glamour or induce 
pride of ownership. 
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2. The premium must not be an item sold generally 


in the ten-cent store or widely sold anywhere. 

3. The premium, for radio, should have ear value 

for over-the-counter promotion . . . eye value. 

1. The premium should have a high intrinsic value, 
so that the customer will get her money's worth with 
no ill will incurred. 

5. The premium should be offered at a considerable 
reduction from its regular retail price, or at much less 
than the retail price would be if it were offered for 
sale anywhere. 

6. The premium should be easy to mail. 

7. The premium, if possible, should ride the crest of 
a wave of public interest. 

8. Lhe premium should lend itself to an alluring 
build-up in the show, if radio is used, 

9. ‘The premium should be a ten-cent offer if possi- 
ble, (note: since the war, this has been difficult); a 25- 
cent offer otherwise—no more. In other words, it must 
be a low, one-coin offer. 

10. The premium should generally require only one 
label unless the item requires more than one usage to 
establish repeat demand, 

11. The premium should be a type of merchandise 
with which the listener is already familiar, not some- 
thing that requires education, 

12. If the premium is something the customer al- 
ready has, it must be merchandise with a high repeat 
value. Stockings or seeds, for example, are high repeat- 
ers. Clothes-pins are not. And the priceless ingredient 
of all premium merchandising ts the judgment used in 
counterbalancing all the above factors. 

An outstanding example of Mr. Jones’ application 
of his own yardstick to a premium is the General 
Eisenhower Victory Sword Pin. This item was a lapel 





Discussing a premium offer with teen age girls. Reaching teen agers 
is umportant not only because they are good customers but because 


they are future customers as well. 
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pin modeled after the Victory Sword resented to Gen- 
eral Eisenhower by the people of Loudon at the close 
of the war. It was a twenty-five cent liquidator, not 
available in any store. It had glamour and induced 
pride of ownership, was simple to mail, and could be 
described effectively on the air. Most important of all, 
it was offered at a peak of public interest in General 
Eisenhower and our nation-wide happiness for victory. 

Manufacturers of low-priced liquidating premiums 
do not make a high profit per unit. However, the busi- 
ness is highly successful and profitable because of the 
large quantities of merchandise involved in most, par- 
ticularly national, premium promotions. ‘The quantity 
sold on any premium deal will, of course, depend on 
many factors—the number of times an offer is made, 
the number of radio stations or newspapers through 
which it is offered, etc. Some national premium offers 
have brought in more than a million orders. Returns 
of 300,000 to 500,000 are not unusual on national of- 
fers, particularly those made through radio, 


FACTORS IN LIQUIDATING A PREMIUM 

‘To liquidate a premium for twenty-five cents re- 
quires close and careful figuring to get items of genu- 
ine value. The quarter must cover the cost of the mer- 
chandise, the packaging for mailing, the postage, labels 
and inserts, handling and taxes when required, Postage 
costs will depend, of course, on weight and are deter- 
mined under third class bulk mailing requirements. 
Mailing houses, for receiving orders, handling money 
and giving regular returns, making out labels and do- 
ing the actual mailing usually figure on a minimum of 
three cents per unit. If the premium (like perfume 
and jewelry) is subject to Federal Excise Tax, the 
quarter has to cover a four cent tax per unit. Nor- 
mally, on a light-weight taxable item which will mail 
for the minimum bulk postage of one cent (applicable 
to premiums weighing under one and_ one-seventh 
ounces when mailed in quantities of 200 or more at a 
time), the maximum price that can be paid for the 
premium, ready for mailing, is sixteen and one-half 
cents, 

Since premium customers do not see the actual pre- 
mium until after they have ordered it, they must have 
a very clear idea in advance as to just what they will 
receive. ‘This is particularly true for radio offers, but 
even newspaper and magazine illustrations are only 
reproductions of the actual item. We have found that 
the shape of an item or the type of container is very 
important. For radio it must be simple to describe and 
readily visualized by the listener. In general, women 
will not send in for an unknown brand of cosmetic or 
perfume unless the story behind the premium serves, 
in effect, as a satisfactory substitute for national adver- 
tising—as, for example, when the premium is tied in 
with a well-known movie star or other ‘glamour’ 
name. We have found, for example, too, that women 
will not send for lipsticks (and, presumably, other cos- 
metic items) where color is significant (even when ol- 
fered a choice) because they want to see the color tor 
themselves. 

Nor have we found the foreign ‘different’, exotic 
item good as a premium. This is an elaboration of Mr. 


(Continued on page 161) 
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Its Cons 


LYHOUGH a considerable literature exists con- 
cerning the components of woolwax (1) a thor- 
ough knowledge of its constitution in respect to 

its specific properties still appears to be lacking. About 
32 component acids have been reported be present, 
among which are mentioned nine normal saturated 
fatty acids, at least two hydroxy acids (about 4 per cent 
of the distilled methyl-esters), and 21 iso-fatty acids. In 
the unsaponifiable part of woolwax there are about 16 
alcohols including cholesterol (by far the largest con- 
stituent), five other sterols, two triterpene alcohols, and 
about eight normal fatty alcohols. 

According to Lifschiitz (2), lanoxerinic acid (C 
H,,O,) and lanopalmitic acid (C,,H,.O,) are the 
most characteristic hydroxy acids of woolwax. Drum- 
mond and Baker (3), however dispute the identity of 
the first-named acid, which they regard as a mono 
hydroxy acid rather than a dihydroxy acid as suggested 
by Lifschiitz. 

Consideration of the results obtained from an ex 
tensive analysis of two authentic .woolwaxes of known 
origin, recently examined in the author's laboratory, 
has now shown convincingly that hydroxy acids are 
not only the most characteristic acids of the waxes 
but also constitute the major part of them. ‘They 
appear be present for the greater part as diestoli 
dic acids, esterified with the alcohols of the unsaponi 
fiable part of the waxes. The presence of these compo- 
nents of high molecular weight may be considered as 
the cause of the outstanding emulsifying properities of 


© Director, N. V. Nederlandsche Research Centrale, The Hague. Reprinted 
by courtesy of the Journal of the American Oil Chemists’ Society. Photo 
from Philip Gendreau. 
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woolwax. This hypothesis at least offers some explana- 
tion for the fact that none of the constituents hitherto 
isolated from woolwax has shown any markedly better 
emulsifying properties in relation to its proportion in 
the wax than the whole wax itself. Moreover, the con- 
tent of diestolidic esters has been shown to be propor- 
tional to the emulsifying values as measured by a 
steam-emulsion test. 

An American and an Australian crude woolwax 
were used for the analysis. These were given a mild 
acid treatment at a low temperature (50°C.), followed 
by filtration to remove impurities and mineral sub- 
stances. 

lable | shows the analytical data obtained. 


TABLE 1 
{merican Australian 
war wan 
Acid value, mgr.KOH/er. 11.9 5.9 
Saponification value, mgr.KOH/er. 114.6 102.4 
Hydroxyl value, mgr.KOH/er. 52.5 36.0 
lodine value (Hanus) 54.75 34.35 
Viscosity in eps at 50 345.0 216.4 
Viscosity in degrees Engler at 50°C 19-5 31.0 
Unsaponifiable % 39.5 51.45 
Potal acids % 60.5 52.7 
Hydroxyl value of the acids, mgr. KOH /er. 167.6 102.6 
Hydroxyl value of the unsaponifiable 
mer.KOH/er. 145.3 154.0 
Free sterols % 0.82 0.02 
Mean molecular weight of the acids by 
titration $29.0 $27.0 


We may get a general check on some of the ana- 
lytical figures by comparing the calculated amounts of 
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combined carboxyl groups and combined hydroxyl! 


groups, both being expressed as mgr. KOH gr. 


A. AMERICAN WAX 


Carboxyl groups Hydroxyl groups 


Saponification value 114.6 Unsaponifiable 39.5% 
Acid value 11.9 at 145.3 57.4 
Acids 60.5% at 167.6 101.4 
Whence ester value 102.7 + —— 
Total OH 158.8 
Deduct free OH in 
the wax 52.5 
Hence esterified OH 106.3 


B. AUSTRALIAN WAX 


Saponification value 102.4 Unsaponifiable 51.45% 
Acid value 5.9 at 154 79.2 
— — Acids 52.7% at 102.6 54.1 
Whence ester value 96.5 + — 
Total OH 133.3 
Deduct tree OH in 
the wax 36.0 
Hence esterfied OH 97.3 


‘Taking into account the scale of the values and the 
accuracy of the determinations, we may regard the 
agreement between these results as satisfactory. 


CALCULATIONS AND DISCUSSION 
A. The hydroxyl values (expressed in mgr. KOH 1 gr.) 
were as follows: 


American Australian 
a) Of the whole woolwax 52.5 36.0 
b) Of the acids after saponification 167.6 102.6 
c) Calculated on the amount of acids present 
in 1 gr. woolwax 101.4 54.1 


As these waxes contain only a small amount of free 
alcohols (which we may expect to be about 1.2 per 
cent for the American and 0.03 per cent for the Aus- 
tralian wax, supposing the free alcohols to be present 
in the same proportion as the percentage of free sterols 
to total sterols in the unsaponifiable), the hydroxyl 
value of the whole wax must be due to the acids them- 
selves. Allowance being made for the presence of 1.2 
per cent of free alcohols of hydroxyl value of 145.3 
and 0.03 per cent of alcohols of hydroxyl value 154 in 
the respective waxes, the hydroxyl values of the com- 
bined acids in | gr. of wax will be 50.8 and 36.0, re- 
spectively. Comparing these figures with those of c), 
we see that the saponification raises the hydroxyl 
value of the acid by 50.6 for the American and by 18.1 
for the Australian wax. Thus saponification doubles 
the hydroxyl value of the acids of the American wax 
and raises that of the Australian wax by about 50 per 
cent. A hydroxyl value of 167.6 for | gr. of acid with a 
mean molecular weight of 329 means that an average 
of 0.985 OH groups will be present per molecule of 
acid. ‘Taking for granted that no di- or polyhydroxy 
acids are present, we may then assume that all com- 
ponent acids of the American wax are monohydroxy 
acids. As for the Australian wax, an OH value of 102.6 
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for | gr. of acid with a mean molecular weight of 327 
means that on the average 0.60 OH groups are present 
per mol. of acid. So we may expect the acids of the 
Australian wax to contain about 60 per cent monohy- 
droxy acids. 


B. The partition of the acids. 

The following calculations show that the usual hy- 
pothesis that woolwax is largely a mixture of free acids 
and normal esters of the acids with the alcohols of the 
unsaponifiable leads to quite impossible results. 


American Australian 


wax wax 
a) ‘Total unsaponifiable % 39.5 51.45 
b) Free alcohols % ‘2 0.03 
c) Esterified alcohols % (a-b) 38.3 51.42 


Mean mol. wt. of these alcohols 
calculated from the OH value 392.3 364.3 
Mean mol. wt. of the fatty acids calculated 


from the titration equivalent $29.0 327.0 
d) So the alcohols can bind at most fatty 

acids % $2.1 46.1 
e) Total fatty acids present % 60.5 52.7 


f) Therefore unesterified acids present (e—d) % 
g) Free acids present (calc. from acid value 


and mean mol. wt.) % 7.0 3.45 
Therefore acids unaccounted for (f—g) % 24.6 3.2 


We consider the result for the American wax quite 
remarkable. In this way we are forced to the conclu- 
sion that an appreciable part of the combined acids 
must be present in some combination other than with 
the alcohols of the unsaponifiable. We may suppose 
that the above mentioned excess of acids is present 
either as lactones of hydroxy acids (which is the usual 
supposition) or as diestolidic esters. 

The two suppositions lead to different compositions 
of the waxes and to different mean molecular weights 
as the following alternative computations will show: 


I. Supposing the waxes to be mixtures of: 
1. Free acids 
2. Free alcohols 
3. Normal esters of alcohols and acids 
1. Lactones of hydroxy acids (or inner anhy- 
drides) 


we arrive at the following approximate compositions: 


American lustralian 





wax wax 
l. Free acids % 7.0 3.45 
2. Free alcohols % 1.2 0.03 
3. Esters having a mean mol. wt. of 399.3 + 329— 364.3 + 329 — 
18 = 703.3 18 = 673.3 
Present to the extent of % 
(calcd. from the amount of 
combined unsap. matter) 38.3 as 514 page 
= 68.7 95.0 


4. Lactones of hydroxy acids; 
by difference % 23 } 1.52 
Or calculated from the acids 
unaccounted for, % 23.9 29 


100.0 100.0 


From these compositions we can calculate the mean 
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mol. weight of these waxes to be 582.9 and 655.7, re- 
spectively. 
Il. Supposing the waxes to be mixtures of: 


1. Free acids 

2. Free alcohols 

3. Diestolidic esters 
t. Monoesters 


we come to the following approximate compositions: 


Imerican lustralian 


wax wax 
1. Free acids % 7.0 3.45 
2. Free alcohols % 1.2 0.03 
3. Diestolidic esters with 
mean mol. wt. % 392.3 + 2 >¢ 320 364.3 + 2 ~w 327 
2x 18 —2»>18 
1014.3 982.5 
The quantity of which may 
be calcd. from the rise in 
OH value of the acids con- 
tained in 1 gr. wax pro- 
duced by saponification 
. + OF F > 8 
a 0.6 1914.3 © 18: y o82.3 
56.1 7 56.1 
91.5 31.7 
0.3 64.8 
1. Mono esters, by difference % 100.0°% 100.0% 


Krom these compositions we may again calculate 
the corresponding mean molecular weights of these 
waxes and now find 957.7 and 759.2, respectively; fig- 
ures which differ substantially from those derived from 
supposition I, 

It appeared then that a determination of the actual 
mean molecular weight of the wax might enable us to 
decide which of the two suppositions was the correct 
one. In this purpose we employed the cryoscopic 
method of Prahl (5) which has often given us very ac- 
curate results, at least when the experimental values 
have been extrapolated to zero concentration (which 
was not done by Prahl). Several determinations. how- 
ever, in which either naphthalene or p. dichloroben- 
zene was used as solvent yielded quite erroneous results 
(much too low). Now cryoscopic measurements are 
known to yield low values in cases where the solvent is 
not “ideal” for the substance being studied (4). In the 
end we found a much better solvent in this respect in 
salol (salicylic ester of phenol) which itself is an ester 
of a hydroxy acid. 

To confirm the accuracy of the Prahl method of 
cryoscopy with salol we first made the following deter- 
minations: 


oO 
5 


Mean mol. weight 
Calculated 
Determined from the 


Substance cryoscopically OH values 


Pure cholesterol 389 386.6 
Unsaponifiable from the American wax 393 $92.3 
Unsaponifiable from the Australian wax 360 364.3 


These figures show the reliability of the method for 
the substances used. The same method applied to the 
woolwaxes themselves, however, did not yield such ex- 
act figures but showed a larger “spread” in the empiri- 
cal values; estimated values for the mean mol. weights 
were 875 (880 as the average of 17 determinations) for 
the American woolwax, and 792 for the Australian 
wax. 
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In comparing these figures with those derived by 
calculation according to suppositions I and II, we see 
that they agree much better with the composition 
based on the presence of diestolidic esters. Moreover 
the usual supposition I would lead to a higher molecu- 
lar weight for the Australian wax than for the Ameri- 
can product, which is not in accordance with our ob- 
servations. he higher viscosity of the American wax 
and its superior emulsifying properties also point to a 
higher mol. weight for the American wax. 

So we come to the conslusion that these woolwaxes 
must contain considerable amounts of diestolidic esters. 
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SUMMARY 

Extensive analyses have been made of American and 
Australian woolwaxes. Combined hydroxy acids have 
been shown to be the most characteristic and impor- 
tant components of these waxes. Both contained con- 
siderable amounts (about 91.5 per cent in the case of 
the American wax and 31.7 per cent in the Australian 
sample) of diestolidic esters of the alcohols of the un- 
saponifiable fraction. This conclusion is supported by 
calculations of composition, by observations of viscosity 
and emulsifying properties, and by determinations of 
mean molecular weight by the Prahl method. 
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Glycerite of Hydrogen Peroxide 


ACTERIOLOGICAL and clinical studies indicate 

the efhicency and growing therapeutic value of glycer- 
ite of hydrogen peroxide. In one of these reports, E. A. 
Brown, R. E. Skifington and W. B. Krabek (Am. J. Surg. 
77:630, 1949) compare the bacteriotoxic effects of the 
peroxide-glycerine solution on Clostridia with that of 
other antiseptics. They found that in cylinder plate tests 
on Cl. welcheii (the organism most commonly found in 
cases of gas gangrene) and Cl. tetani (the toxin of which 
causes tetanus), glycerite of hydrogen peroxide showed 
much greater activity than did 32 other antiseptic solu- 
tions with the exception of U.S.P. tincture of iodine. 
I'welve mercurical solutions showed less activity than 
did the peroxide-glycerine solutions and were of about 
equal activity when compared with each other. Seven 
cationic (quaternary ammonium) solutions failed to 
demonstrate activity in several cases and were of slight 
effect in others. 
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Guides in Selecting Perfumes 


TPHE American woman doesn’t spend enough time 

over her perfume. She selects too quickly. She buys 
a scent because she’s heard somewhere that it is good o1 
because it smelled wonderful on a friend or because she 
thinks she likes it when a salesgirl whisks a stopper under 
her nose. These are all wrong reasons, Dorothy Reed, 
Cosmetics editor of McCall’s magazine says in a well 
presented article in a recent 1949 issue. ‘To find out 
what the French perfumers had to say, Miss Reed made 
a trip to Paris and interviewed them. The suggestions 
from French perfumers follow: 

“Good perfume gives the wearer as much pleasure as 
it gives others,”—Lucien Lelong. 

“Every fine perfume is a memory or an idea translated 
into scent. To understand the theme of a perfume helps 
in selecting it.”—Mme. Schiaparelli. 

“Touching the perfume stopper behind the ears does 
very little good. Scent should be put on with an ato- 
mizer.”’—Pierre Guerlain. 

“Pick a perfume that makes you happy.” —Vicomtesse 
de Maublanc. (Sister of Elizabeth Arden) 

“A beautiful container increases a woman’s pleasure 
in her perfume.”’—Fernand Javal. (Houbigant) 

“Don’t let a salesgirl force a fragrance on you or spray 
it over the scent you’re wearing.” Mlle. Zaino. (Ciro) 

“You can’t tell about a perfume from a single whiff. It 
has to grow on you.” —M. Roubert. (Coty) 

“No perfume smells the same on any two people. 
Every skin has a different composition. The final scent 
is always a combination of the perfume with the chemi- 
cals in the individual skin. Even the air makes a differ- 
ence. What is bought in one part of the world may not 
smell the same in another part.”—Mlle. Monod. (An- 
toine Chiris) 

“If the salesgirl offers you an applicator, shake it, let 
it dry and smell the tip. Then for a real test ask her to 
spray a little on the inside of your wrist. After lunch, 
or your next appointment, if you are still pleased with 
the odor, go back and buy it.”—M. Bollack (Bourjois) 

“Give perfume a chance to rise around you—spray it 
on your hair.”’—Mlle Frochot. (Lentheric) 

To the foregoing Miss Reed added these conclusions: 
“When you have chosen your perfume start wearing it 
so it will become a part of you. The best way to apply 
it is with an atomizer before you put on your outer 
clothes. This gives the perfume a chance to rise around 
you. Be lavish with the complementary colognes and 
toilet waters, dusting powders and scented soaps that 
underscore your fragrance. The perfume that gives you a 
lift each time you put it on is your scent.” 


Family Soap Bill Goes Down 


TPHE Procter & Gamble Co. states that with wages what 

they were in 1890 it took the head of the household in 
those days almost two weeks to earn enough money to 
pay the household’s annual soap bill. Largely as a result 
of the two great attributes of American industry, con- 
stant research and keen competition, the average Ameri- 
can household can buy its soap requirements for a year 
for approximately $18. Based on this year’s average of 
one and a half persons gainfully employed in an Ameri- 
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can home, all of the money needed to pay the annual 
soap bill for the family can be earned in one or two days 
of work. That is achievement in terms that everyone can 
grasp.—Emil Schramm 


Industry’s Rebel 


HEN a man helps to build up and directs a business 

with 16 plants which does an annual volume of 
$152,000,000 and by the sheer force of his personality, 
courage and ability is sought out by the federal govern- 
ment to head one of its important subdivisions in war 
time, whatever he says about business and how it may 
be conducted in the best interests of the business and the 
nation is well worth consideration. 

Gen. Robert Wood Johnson, chairman of the board 
of Johnson & Johnson, New Brunswick, N. J. the world’s 
largest producer of baby toiletries and surgical supplies 
fits that description exactly. As the author of two con- 
troversial books, as a crusader against bureaucracy in 
centralized big business, as a champion of a high mini- 
mum wage law and union-management cooperation for 
a richer future he has been described in an article in 
Coronet as “industry's rebel.” 

Gen. Johnson says “business is people.” It is his firm’s 
credo and the pattern of business belief. It lists five re- 
sponsibilities. 

The first its customers. To always strive to 
make better goods to retail at lower prices, yet allow deal- 
ers a fair profit. 

The second is to its workers—men and women in the 
plants and offices. To pay fair and adequate wages, so 
that there’ll be a sense of security. 

Also, an understanding management that furnishes 
clean and orderly working conditions, and invites worker 
suggestions and complaints. 

And, worker opportunity for advancement—each to be 
considered as an individual standing on his own dignity 
and merit. 

The third responsibility is to “management.” Depart- 
ment heads and foremen must be qualified and fair- 
minded. Top executives must possess talent, experience, 
ability and common sense. 

The fourth is to the community in which plants and 
offices are located. ‘To be a good “business” citizen, sup- 
port charity and bear a fair share of the taxes. 

Also, keep the properties in good condition and par- 
ticipate in the promotion of civic improvement—espe- 
cially health and education. 

And, to keep the community reliably acquainted with 
the firm’s activities. 

The fifth and final responsibility is to the firms’ stock- 
holders. 

Business must operate at a sound profit, so as to set 
up reserves to carry through bad times and do research 
to improve products. 

Profits are necessary to pay taxes, buy new machines 
and build new plants. And to risk-experiment with new 
ideas for new products. 

Stockholders are entitled to receive a fair return on 
their investment. It’s on their capital that the firm grows 
and gives employment. 

That “credo” is extraordinary. It merits the serious 
consideration of all leaders in labor and management. 
For, business is people. 


Is to 
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How to Perfume Cosmetics and Soaps 


Methods to obtain best results in perfuming powders, cleansing. 
conditioning, medicated and vanishing creams, hand lotions and 


powder bases, bath oils, shampoos, lipsticks and various soaps 


PHILIP CHALEYER* 


LTHOUGH the “perfume” 


which a whole line of toiletries revolves, the per- 


is the pivot around 


fumer’s job is not completed when he has finished 
his perfume formula. It remains to be adapted to the 
requirements of the other products of his line and this 
may present certain difficulties. 


PERFUMING POWDERS 

The problem begins when it is necessary to adapt 
the perfume to face powders, talcum, and bath pow- 
ders; then, not only is it necessary to watch out for 
incompatibilities, but also to watch for foreign odors 
inherent in the raw materials from which these prod- 
ucts are made. These will have to be 
covered, or better yet, neutralized. Nowadays, few in- 
compatibilities are encountered in face powders or 
talcums, but occasionally talcums that are not freed 
from iron and certain other metallic salts will give a 
color reaction with certain aromatics such as methyl 
anthraniliate, indol, eugenol and other phenols and 
amino compounds. Unscented face powders or tal- 
cums always have what may be called “an earthy 
smell”. This can either be covered by a certain amount 
of perfume oil or neutralized by special fixatives. For 
instance: If it takes 4 of | per cent of a certain per- 
fume oil to just cover the earthy smell of the raw ma- 
terial, then, after this point is reached, every addition 
of perfume oil will be perceived more intensely be- 
cause the oil will act as a perfuming agent only and 
it will not be necessary to take into account the absorp- 
tion capacity of the powder itself. 

At this point it is possible, by using from 4, to 4» 
of | per cent perfume oil to get an intensity of odor far 
superior to the amount of perfume used. The satura- 
tion point of the powder varies with the different 
types of perfume oils, the types of ingredients used in 
the powder formula, and the type of perfume used: 
florals need more oils than the so-called Oriental types. 

Neutralization consists of cancelling the earthy smell 
by means of a special fixative until the saturation 
point is reached. Then, only a small amount of per- 
fume is necessary to obtain the desired effect. This 
fixative is used to neutralize the odor of the powder 
itself up to the point where the earthy odor disappears 


basic odors 


* President, Ph. Chaleyer, Inc. 
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Philip Chaleyer 


and avoids the expense of using a large amount of 
costly perfume oils. 


HOW FACE POWDERS ARE PERFUMED 

Ihe perfuming of face powders is generally done in 
the following manner: the perfume oil is mixed with 
an adequate amount of magnesium carbonate which 
is ground several times in a mill until all of the oil is 
absorbed. Then it is sifted and dispersed in the pow- 
der mix in the usual manner. Both powders and tal- 
cums are perfumed by the same method. 


PERFUMING CREAMS 

Since many attempts at classification of the different 
types of creams have been made, no reference to classi- 
fication will be made here, except for a general divis- 
sion of creams into two groups: solid creams and liquid 
creams. Among the creams of the solid type, we will 
consider cleansing or cold creams, conditioning creams, 
vanishing creams and medicated creams. 


CLEANSING CREAMS OR COLD CREAMS 

These creams, which are generally of the low melt- 
ing ointment type consisting mostly of petrolatum, min- 
eral oil, paraffin, waxes such as ozokerite, beeswax, 
synthetic waxes, etc., emulsified with borax and water, 
can be easily perfumed as they do not contain caustic 
alkalis or chemicals which may react on the perfume 
ingredients. Lily of the valley and fancy bouquets of 
the floral type are very agreeable as are bouquets built 
on mixtures or orange, lemon, bergamot, lavender, etc; 
all refreshing odors and not too lasting. Bouquets with 
a slightly fatty aldehyde character are very pleasant 
in this type of cream and are a change from the usual 
types of odors used. 


CONDITIONING CREAMS 

In order to be effective, they must be made, if not 
entirely, at least with a very large proportion of vege- 
table or animal fatty substances, in a form more or less 


February, 1950 119 





susceptible to penetration of the skin and be gradu- 
ally absorbed through the tissues. It is logical to as- 
sume that the nearest the constituents of these creams 
are to the elements found in blood or human tissues, 
the better will be their assimilation and their thera- 
peutic value. This is why a French firm which manu- 
factures a very successful cream has as its main ingre- 
dient a vegetable oil, predigested by secretions from 
the pancreatic glands. Lanolin, lard, cocoa butter, and 
more recently, lecithin, cholesterin and absorption 
bases, which are mostly constituted of cholesterol, iso- 
cholesterol, and their esters, have been highly recom- 
mended as active ingredients for this type of cream. 
Each one of the products has been found in brain and 
animal tissues and found to be beneficial to the skin 
and scalp. 

These ingredients present a different problem for 
the perfumer as they have their own odor to overcome, 
and not only might they be incompatible with certain 
iromatic chemicals or essential but also certain 
emulsifying agents used in making cream may affect 
the perfume adversely. 


oils 


It is advisable, and always better, when making 
creams, to select raw materials with the least possible 
odor rather than to count upon a perfume to mask 
the bad scent of lanolin or cocoa butter, which gener- 
ally becomes worse alter standing, and may overcome 
the perfume. 

It is possible to devise processes to deprive basic 
cream ingredients of their objectionable odors, In the 
case of lanolin, these odors are due to air oxidation of 
traces of oleic acid, always difficult to remove from 
lanolin and absorption bases, even when the greatest 
care is taken in their manufacture. The best products 
with which to perfume these types of creams are those 
containing small amounts of fatty aldehydes. The pro- 
portion of fatty aldehydes must be small enough not 
to render the perfume irritating and should be mixed 
with other ingredients capable of producing an agree- 





For medicated creams synthetic floral oils make satisfactory odors 
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able bouquet. The addition of a small quantity of ab- 
solute resin of gum benzoin acts as a good preservative 
to prevent further oxidation and communicates to 
the fat a sweet odor which makes an excellent back- 
ground for the bouquet odor, The benzoin should be 
added to the melted fat in the proportion of one ounce 
of absolute gum benzoin for 20 pounds of lanolin, 
and the benzoin should be brought to the same tem- 
perature as the fat before mixing. 

In the case of cocoa butter, the benzoin will also 
help to prevent rancidity, but it has a tendency to ac- 
centuate the chocolatey odor of this product; however, 
some new grades, practically odorless, are offered by 
manufacturers today. In any case, I think that con- 
ditioning creams made with absorption bases will even- 
tually replace those made with lanolin or cocoa butter 
as they can be made less sticky and have a better thera- 
peutic value. Orange blossom, lavender bouquets and 
rose are good odors that blend well with cocoa butter 
and lanolin. 


MEDICATED CREAMS PRESENT PROBLEMS 


Medicated creams, which are intended to correct 
certain skin defects such as acne, present individual 
problems according to the type of antiseptic used. Gen- 
erally oil of synthetic rose, lavender, geranium, and 


wintergreen, make satisfactory odors for these creams. 


VANISHING CREAMS 

Vanishing creams are made with stearic acid and 
alkalis such as caustic potash, soda and triethanolam- 
ine. The free alkali in the cream may re-act on the 
perfume if the perfume is incorporated immediately 
after the ingredients have been mixed or before the 
cream has been allowed to settle, As it is not possible 
to incorporate the perfume afterwards, it is better to 
avoid the use of products that are known to discolor 
in the presence of alkalies. 


HAND LOTIONS AND POWDER BASES 


Among the liquid creams, we find hand lotions and 
powder bases which are usually emulsions of vegeta- 
ble or mineral oil with soap and glycerine, quince 
seed, tragacanth jellies or triethanolamine, should al- 
ways contain a little absolute benzoin as a preservative. 
If the formula contains alcohol, the perfume should 
be mixed with the alcohol before being added to the 
mixture in order to obtain a perfect dispersion of the 
perfume. If no alcohol is used, a water soluble per- 
fume may be suitable although, in certain cases, it may 
unbalance the formula and cause separation of the 
solution. Each formula is generally a well balanced 
emulsion in which a slight change may cause trouble. 
Orange blossom, rose, eau de cologne, lavender and 
bergamot make very suitable perfumes for these lo- 
tions, 


PERFUMING BATH OILS 


Bath oils can be classified into two categories: the 
insoluble bath oils and the water soluble bath oils, 
each presenting different problems to the perfumer. 

In the first category we find those made with a base 
of mineral oil; in the second category, those made with 
solvents such as diethyl phthalate or benzyl alcohol. 
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Perfuming a bath oil, using a base of mineral oil is 
relatively simple, except that it should be remembered 
that essential oils and aromatic chemicals are only 
slightly soluble in mineral oil. As a result only small 
amounts of a perfume or bouquet are used, usually 14 
to 14 oz. per gallon. Strong perfume blends should be 
used, and the mineral oil should be brought to a tem- 
perature of about 120°F before mixing with the per- 
fume oil to facilitate dissolution. The use of resinous 
products should be avoided as they are insoluble in 
mineral oil. 

Perfuming a bath oil, using diethyl phthalate or 
benzyl alcohol as a base or solvent, represents a very 
little problem of perfuming. In these solvents aromat- 
ics are soluble in all proportions and the solvent can 
be made as concentrated as the price will permit. 

In the second that of the water soluble 
bath oils, we find the glycol base type and the sulpho- 
nated oil type. 

1. The Glycol Base Types: 
the water of the bath and are made with such solvents 
as diethylenglycol, propylene glycol, etc. The amount 
of perfume oil to use is determined only by the solu- 
bility of the perfume oils in these solvents. The use 


category, 


These oils disperse in 


of essential oils containing large amounts of terpenes 
such as orange or lemon, should be avoided as terpenes 
are insoluble in this type of solvent. Resins can be used 
as they are generally very soluble. 

2. The Sulphonated Oil Type: (Fatty Acids on 
Sulphonated) products sold under various 
trade names are good solvents for all kinds of aromat- 
ics. Practically all perfume oils can be used in any 
amount. Their only drawback is that they are usually 
amber colored and have a fatty odor, but some of the 
new types are quite odorless and light in color. 


These 


PERFUMING SHAMPOOS 


Perfuming shampoos presents about the same prob 
lem as perfuming liquid soaps. So what is said about 
one holds true for the other. 

‘Tastes in perfume differ among men and women be- 
cause consciously o1 they react differ- 
ently when confronted with perfumes. Men are at- 
tracted by a sweet, delicate and lingering perfume 
when worn by a woman, but will instinctively choose 
for themselves a masculine type odor such as eau de 
cologne 
nerolic, 


unconsciously, 


(a blend of oil of orange, lemon, bergamot, 
thyme, osemary, lavender, etc.) or fougere 
(fern) lavender, and pine needle, which are also very 
popular odors as they are refreshing but not cloying. 

Women generally prefer more elaborate and linger- 
ing odors which will remain on their hair after sham- 
pooing. Odors of this type should not, however, be too 
overwhelming, particularly in where 
much time is spent. Odors along the type of favorite 
fashionable perfumes in vogue will always prove popu- 
lar. If the shampoo is intended for both men and 
women, however, an eau de cologne type of odor will 
always prove more attractive to both. 


beauty salons 


Some shampoos are made with a medicated soap base 
and contain such antiseptics as oil of case, birch tar or 
cresols, and as such, present a problem in perfuming. 
It is generally best to find a perfume oil that will 
blend well with the odor present rather than to try to 
overcome it. Odors of the amber type generally blend 
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Stable 


ly pes of perfume should be used for perfuming sham poos 


well with these types of antiseptics. However, this 
problem should not come up in modern shampoos, as 
today there exist many antiseptics so much more pow- 
erful than the old ones, which have the added advan- 
tage of being practically odorless. Moreover, a great 
many essential oils have excellent antiseptic proper- 
ties. Oil of lavender has been used very successfully in 
France for the treatment of skin diseases and in the 
dressing of wounds. Oil of rosemary has been used for 
many years by the peasants ol Spain for scalp treat- 
ment, and all essential oils containing phenol com- 
pounds such as eugenol, thymol, etc. are good antisep- 
LICS. 

Shampoos made by the cold process should be per- 
fumed differently from those made by the hot process 
as cold process shampoos have, in general, a greater 
alkalinity. For this reason, very stable types of perfume 
should be used, and a rose blend will be more suitable 
for the purpose because products such as geraniol, 
phenyl ethyl alcohol, rhodinol and oil of geranium 
are not affected or only very slightly affected by cold 
alkalis and will not turn bad after the shampoo has 
been bottled. 

With hot process shampoos or shampoos made with 
new detergents of the sulphonated fatty alcohol and 
fatty acid types which are neutral or slightly acid al- 
most any type of perfume will be suitable. Neverthe- 
less, it is better to avoid perfumes containing vanillin, 
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balsams in large proportion. Soluble resins of benzoin, 
heliotropin, methyl anthranilate, or musk ambrette, 
which sometimes will discolor. 


When incorporating a perfume in a shampoo, it 
must be remembered that shampoos are solutions of 
soap in water and for this reason can dissolve only a 
very small quantity of essential oils; that all resinous 
matter and essential oils or aromatic chemicals of low 
solubility such as oil of ylang ylang, clary sage, etc. 
should be avoided if a clear shampoo is desired and to 
avoid difficulties in filtration. For these reasons, a light 
concentration of perfume is preferable—l4 to 14 ounce 
of perfume oil being generally sufficient for one gallon 
of shampoo. If the shampoo contains alcohol, the per- 
fume is dissolved in the alcohol, then added to the 
shampoo. If the shampoo is non-alcoholic, a water solu- 
ble perfume is most desirable to use as it dissolves im- 
mediately and gives a clear solution, 


PERFUMING LIPSTICKS 


Perfuming lipsticks does not represent any difficulty 
with the exception that the perfume oil should be able 
to stand a temperature of about 140 to 180°F, as per- 
fume is incorporated when the lipstick is in its liquid 
form. Since the mix is generally neutral, there is no 
problem of alkalinity. However, neutralization of fatty 
odors, as in the case of soap, is involved and the use of 
especially developed fixatives is recommended. 

When making perfumes for lipsticks, it is important 
to remember that the lips are more sensitive to irrita- 
tion than other parts of the body as they do not have 
the protective layer of epidermis; therefore, irritating 
aromatics or essential oils should be avoided. Bouquets 
having a floral or slightly fruity character are best. In 
general, this type of bouquet should have covering 
power over fatty material and leave a fragrant refresh- 
ing odor when used. 


PERFUMES FOR SOAPS RESTRICTED BY SOAP COLOR 

‘The choice of perfumes that can be used in soaps ts 
restricted by the color of the soap. Should an unusual 
or distinctive perfume be desired it is advisable to con- 
sider choosing a colored soap, as the number of ingre- 
dients that can be used in the perfume is not as limited 
as for perfuming white soap. Moreover, this may elim- 
inate the need of using the more expensive specially 
treated or decolorized essential oils. 

All shades of brown and green are suitable for soap 
as they blend well with the color of essential oils, bal- 
sam gums and resins. When selecting perfume oils or 
aromatics for soap, the following care should be exer- 
cised: 

1. ‘Testing separately each ingredient in the same 
soap base as the one to be used to make the soap cakes. 
This is very important since certain aromatic chemi- 
cals or essential oils may discolor or change their odor 
character should the soap be slightly alkaline or con- 
tain traces of metal picked up during the manufactur- 
ing process. 

2. ‘Testing the perfume oil for at least one or two 
months after it has been incorporated in the soap is 
advisable, keeping an unscented cake of the same soap 
for the purpose of comparison. Examine them at fre- 
quent intervals, say every week, for both odor and 
color. Also, keep a cake wrapped in a dark place and 
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expose another one to bright sunlight or to ultraviolet 
rays. This will show up any discoloration, spotting or 
other defects before the product is put on the market. 
A cake of soap does not usually have much odor im- 
mediately after milling. It has to rest and dry for at 
least two or three days before the odor permeates the 
soap and develops. The basic ingredients used in the 
formula may be either essential oils, aromatic chemi- 
cals, and aromatic specialty, or a blend of all of them. 


THE QUESTION OF PRICE 

‘The question of price will naturally have to be kept 
in mind, but more expensive aromatic chemicals and 
essential oils should not be eliminated on that ground. 
If they have great odor volume they can be used in 10 
per cent solution and still retain more odor value than 
the less expensive products without materially adding 
to the cost. 

Soaps, as well as face powders, have an odor of their 
own which has to be overcome. This odor is of a fatty 
nature. Fatty substances have a fondness for perfume 
and absorb a large amount of it, but release it only re- 
luctantly and after dilution with water. For this rea- 
son, many soaps do not have much odor in a dry state, 
but as soon as they are in use, the odor increases. If a 
more intensive odor is desired, larger amounts of per- 
fume oil must be used, or the fatty odor of the soap 
should be neutralized by a special fixative. It is a prac- 
tice among some manufacturers to also perfume the 
wrapper. Large amounts of crystals, gums and resins 
should be used as a background in order to obtain a 
lasting odor in soap. Outside of this, the ingredients 
used in a soap perfume are very similar to those used 
in an ordinary perfume. 

The best quantity of perfume oil to use is governed 
by the price at which the cake of soap is to retail, the 
price of the perfume oil, and the type of oil—whether 
floral or oriental. Proportions vary from | per cent to 
3 per cent, 


MANUFACTURING PROCESS MUST BE CONSIDERED 


The type of process used to manufacture soap must 
also be given due consideration when selecting a per- 
fume for toilet soap. Processes today are rather well 
standardized, and most toilet soaps on the market are 
of the milled variety. Nevertheless, there is still a large 
quantity of floating bath soaps and cheaper toilet soaps 
sold, for which the perfume has to be introduced di- 
rectly into the crutcher. In such a case, only the 
cheaper essential oils and aromatic chemicals are used: 
artificial sassafras, cedarwood, cassia, thyme, citronella, 
terpinole, etc. It is very seldom that great care is taken 
to actually perfume this type of soap, as the main ob- 
ject is to cover the fatty odor of the soap stock. The 
perfume has to be added in the crutcher while the soap 
is still hot. If the perfume is too volatile, a great part 
of it is lost. For this reason, perfumes for this type of 
soap should contain a large amount of resins, balsams, 
crystalline and high boiling point substances which 
will, naturally, be more stable since they are not too 
sensitive to the action of heat and alkalies. 


SECRET OF PERFUMING MILLED SOAPS 
The secret of perftuming milled soaps, and in fact, 
all kinds of soaps, lies in the use of soluble resins and 
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labdanum, styrax, balsam Peru, balsam tolu, 
toreum or Oak moss, must be used in order 
good background of odor. 
discolor, 


to give a 
They are very stable, do not 
and are very lasting. For floral odors, benzoin, 
styrax, balsam Peru and balsam tolu are generally used. 
Styrax is particularly good for lilac; Peru for 
lily of the valley; benzoin for rose; orris for violet; cas- 
toreum for all types of oriental bouquets. These resins, 
with the exception of castoreum, can make up from 20 
to 30 per cent of the formula. 


balsam 


USE OF RESINS IN WHITE SOAP 


For white soap, the corresponding distilled essences 


of these resins can be used to advantage. 
essential oils, rose geranium—both African and Bour- 
bon—lavender, petitgrain, bois de rose, vetivert, pa- 
tchouly, ylang ylang, bergamot, orange, lemon, sandal- 
wood, cedarwood, cinnamon, orris and rosemary, are 
particularly recommended for all types of soaps. 


Among the 


USE OF AROMATIC CHEMICALS 


Among the aromatic chemicals: acetophenone ben- 
zyl acetate, benzophenone, citronellol and esters, cin- 
namic alcohol and esters, geraniol and esters, ionones 
and methyl ionone, amyl cinnamic aldehyde, couma- 
rin, terpineol, methyl naphthyl ketone, phenyl ethyl 
alcohol, phenyl acetate, linalool and its esters, ben- 
zoates, rhodinol, etc. are mostly used and will not dis- 
color in white soaps. 

Products which should be confined to colored soaps 
are: methyl anthranilate, artificial musks, heliotropine, 
neroline, yara yara, eugenol, vanillin, 
tol etc. 

Among the products rarely used by soapmakers, be- 
cause they are considered too high in price, but which 
are extremely interesting because of their great odor 
value are: methyl nonyl acetaldehyde, methyl heptine 
carbonate, peach aldehyde, oil of coriander, oil of cam- 
omile, basil, hysope, castoreum, civet, etc, 


clove, indol, s« 


These prod- 
ucts, in 10 per cent solution, are equal or superior in 
strength to many pure aromatic chemicals or essential 
oils of the same price. 

‘To give a sweet odor to white soaps and replace 
vanillin, nothing is better than the colorless essences of 
benzoin, balsam Peru and balsam tolu. Castoreum solu- 
ble resin, which at the present time is very expensive, 
constitutes an excellent fixative for oriental bouquets. 

The use of synthetic musks, xylol, ambrette or ke- 
tone, in white soaps is not highly recommended, as 
they are apt to discolor. However, musk xylol is being 
very successfully used in white soap perfumes, but al) 
the brands of musk xylol do not stand the test. It must 
also be recommended that aldehydes, especially those 
in the aromatic series, are not very stable in soaps and 
should be avoided wherever possible. 

Among the odors very successfully used in soaps is 


eau de cologne, which is made from oil of orange, 
lemon, bergamot, neroli, lavender, thyme and _ rose- 
mary, using as a fixative a soluble resin of benzoin; 


fern, which is a blend of bergamot, amyl salicylate, la- 
vender, oak moss, soluble resin balsam tolu, musk am- 
brette, soluble resin benzoin, soluble resin and casto- 
reum; and patchouly is also quite commonly used. 
Odors on the floral bouquet type can be obtained by 
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orris, Cas- 


mixing rose lilac, 
musk ambrette. 


jasmin, ylang ylang, coumarin and 

Odors of the oriental bouquet type are based on 
rose, patchouly, vetivert, soluble resin myrrh, soluble 
resin labdanum, musk ambrette, bergamot, soluble 
resin castoreum, and methyl ionone. 

Stability of perfumes in soap from both the point of 
view of odor and color has been increased greatly in re- 
cent years by the use of soap stabilizers. . 


QUANTITY OF OIL TO USE 


Quantities of oil to 
prices: 


use are largely governed by 

Laundry soaps using strong bouquets—4 to 8 ounces 
per 100 pounds. 

Medium grade toilet soaps—1 to 114 pounds. 
floral odors up to 2 Ibs. per 100 Ibs. 


Fine Grades—2 to 3 Ibs. per 100 Ibs. 


For 





Look Ahead 


TPHE military genius, who wins battles and wars, is the 
man who can look ahead. He can visualize what the 

enemy may do and be ready to “beat him to the punch.” 

The successful business man looks far into the future; 
visualizes changing conditions; charts a course for his 
business; applies his ability and energy to hold to that 
course in spite of the forces which oppose him. And he 
keeps away from enticing side roads. 

Why don’t more individuals look ahead, determine 
what they want to be and where they want to be, ten or 
twenty-five years later—then chart the course and stick 
to it? Unfortunately most people do very little planning 
for their personal lives. They drift with the tide, pushed 
back and forth, or too frequently take alluring side paths 
and lose all their momentum on the main highway. 

Many men and women who have the ability to “go 
places” never get there because they do not stop to think 
what effect an action of today may have on their lives 
ten years from now.—Ralph R. Patch 





- 
“This stuff costs 80 dollars an ounce and you want a free sample? 
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The Cultivation of Cassie 


N DECEMBER, the series of gatherings of aromatic 

flowers and planst of the year ends with Cassie. 

‘The Cassie tree (Acacia Farnesiana) belonging to the 
same botanical family as the Mimosa, should not be 
confounded with the tree called common acacia, which 
blooms in fine clusters of sweet smelling white flowers 
and whose real name is Robinia pseudo acacia. Despite 
the fragrance of its flowers it is of no use to the per- 
fumery trade. 

Ihe Cassie tree, native of the West Indies, was in- 
troduced in Europe about 1656, coming from San Do- 
mingo. It is a lightly leaved tree two to six yards in 
height, tortuous, irregular and in the bush form, bear- 
ing straight sharp thorns and a light foliage. It pro- 
duces globulous and silky flowers, egg yolk yellow, 
which have a most agreeable smell. They are supported 
by a small green peduncle which is inserted with others 
at the point where leaves meet the thorns which are so 
unpleasant to the girls and women who gather the 
flowers. 

This tree could be met with almost everywhere in 
France years ago. Few gardens did not possess one or 
more trees, used as ornamental plants. As regards in- 
dustry, this acacia is cultivated only in the maritime 
area, in lower Provence, in Algeria and the near East. 
In Provence, the towns of Le Cannet, Mougins, La 
Roquette and Vallauris are the principal centers of 
culture. 

A few years alter it appeared in the Maritime Alps, 
about 1792, the total crop was only a few thousands of 
pounds. Thirty years ago, it reached 160,000 pounds 
with a cultivated surface of about $20 acres. Since then 
this production has never ceased to decrease for lots of 
reasons, the principal of which is the lack of cultural 
care during the two last wars, as this tree requires lots 
of attention, fertilizer, watering, pruning, earthing up 
etc. . Also, the general lowering of the temperature 
in our region has destroyed quantities of plantations. 
‘The Cassie tree is a delicate, trail plant, which can not 
resist the temperature of 23° often reached now during 
our winters. Only the plantations well sheltered against 
winds, laid out on terraces having a southern apect, or 
trees planted against a wall can resist winters consid- 
ered as hard under our climate. 

The most cultivated Acacia Farnesiana or Ancient 
Cassie is multiplied by means of seeds. A light, perme- 
able, deep soil seems to be particularly well adapted 
to its culture. ‘The granitic soils of the Esterel borders 
are propitious to an earlier, longer and more abundant 
flowering. 

A variety of the Cassie tree, Acacia Sempertflorens or 
Roman Cassie, stronger and more reliable, is also cul- 
tivated for these reasons; it must be well manured 
spring and watered during summer. Propagated by lay- 
ers and requiring no cutting, it gives two crops of 
flowers each year, the first in Autumn, the second in 
Spring. 

Acacia Farnesiana is in full bearing at about five or 
six years. Flowers begin at the end of summer and the 
gathering lasts approximately three months, tilll the 
beginning of December if the weather is mild. A five 
year old tree may produce one to two pounds of flow- 
ers. Older trees, well looked at, and well exposed to the 
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sun may reach ten pounds and a few are said to give 
as much as twenty pounds, Prices vary according to the 
abundance or the scarcity of the finished product. 

Fifty years ago, when the market unsteadiness had 
but a small influence on the flower price, this price 
was three francs per kilo. In 1908, the real Cassie 
brought four francs and the Roman Cassie 2.50. In 
1924, the first were paid Frs. 18 and the latter Frs. 10. 

Perfume is extracted either with the acid of fats or 
by treatment with a solvent. In the first case, the flow- 
ers are soaked in a warm specially prepared fat mater- 
ial. When the fat is saturated, is washed in alcohol 
stirred up in a machine. ‘This alcohol is then distilled 
under vacuum and a highly perfumed product remains, 
which, still containing a certain amount of fat, has to 
go through delicate operations of rectification before 
one finally obtains what was called formerly Concen- 
trated Oil of Cassie, now Absolute of Pomade. The 
produce varies, the average being usually 0.20 per cent 
of the fat used for soaking. 

In the second case, flowers are dipped in a solvent— 
petroleum ether—in which they abandon the _per- 
fumed wax they contain. ‘The solvent is then evapor- 
ated at low temperature and the concentrated product 
obtained is distilled under vacuum. A brown material 
remains, whose consistence stands between Petroleum 
jelly and wax. Once refined, it is sold under the name 
of concrete to perfumers who wish to use it as it is. 
‘This concrete, once the natural flower wax contained 
in it has been separated, gives the Absolute, which is 
the 100 per cent perfume of the flower. Four hundred 
and sixty pounds of flowers of the real variety have to 
be treated to obtain two pounds of concrete or one 
pound five ounce of Absolute. 

The present price of Cassie Concrete (Farnesiana) 
is Frs. 55,000.- per kilo, that of Siemperflorens (01 
Roman) Frs. 39,000.-, the corresponding prices paid 
for flowers being 200 and 130 francs—from our Cassie 
correspondent. 


Cosmetic Excise Tax Collections 


Tax collections for the twelve months sending Decem- 
ber, 1949 are: 


1949 1948 
January 9,648,063 10,371,512 
February 12,984,776 12,290,714 
March 6,796,181 6,927,991 
April 6,913,884 6,927,991 
May 6,983,445 6,660,851 
June 7,625,450 7,283,509 
July 6,776,881 7,332,070 
August 7,807,221 7,506,518 


September 
October 

November 
December 


6,859,446 
6,760,409 
7,738,779 
7,312,007 


6,890,757 
6,335,804 
6,872,541 
8,079,746 





Consumer irritation may be enough to push over cos- 
metic excise tax relief during an election year. One thing 
is certain: no single industry will get excise tax relief on 
its own—excise relief will be considered as a package and 
each industry has to fight to make sure that it will be in- 
cluded in any relief bill that might eventually be enacted. 
—American Druggist. 
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hat the Retail Buyers Report 


Veed is urgent for training retail sales clerks to capitalize 


on the Easter season opportunity for greater cosmetic sales 


. « « Usually dull January turned into a boom by special sales. 


OSMETIC sales which are usually dull in Jan- 

uary were turned into a boom in Cincinnati and 

on the Pacific coast by means of special sales, thus 
clearing the shelves for Easter merchandise—the second 
largest gilt period in the year. Competition for the con- 
sumers’ dollar has again emphasized the need for more 
consumer education and training for the sales clerks 
in retail outlets to reap easily attainable sales on all 
types of cosmetics. Buyers generally expect this year 
which started off well to continue its pace throughout 
the remaining months on a sound basis. 


Sales Training Programs for Retail 
Clerks Increasing in Mid West 


Chicago—Easter, April 9, and new fragrances are 
synonymous, It is the second largest gift period of the 
vear. If, say buyers, manufacturers of perfumes and 
colognes want larger sales, then training in use is a 
must. Promotional advertising that makes fragrance a 
part of daily use—not the old style recently used as 
get-yvour-man—but intelligent awareness of how to use 
it will help to make 1950 sales exceed those of the past 
decade. 
said 
they can't 
splash on perfume in the same way; so the perfumes 
don't sell. The makers educated them to use colognes 
and now complain that the stores don’t sell enough 
perfume, Whose fault?” A Chicago buyer said: ‘The 
fragrance industry became so engrossed in selling co- 
lognes that the one-track program did not include per- 
fume. Today, women walk in, buy cologne and walk 
out. They merely shrug when you mention perfume. 

“That get-your-man advertising certainly didn’t aid 
our sales for most of our trade felt they were too intel- 
ligent to be so hood-winked and if true they had no in 
tention of participating in the idea—at least not as the 
maker suggested. True, we followed the same lead and 
found it expensive in lost sales.” 


‘Women have been educated to use colognes,” 
a suburban store buyer in St. Louis,” but 


WANTED :—SALESMANSHIP BEHIND THE COUNTER 

“We have set a figure at which we aim for the 
quarter,” said the dean of State street buyers. “We find 
that a thorough training of the sales force is essential. 
Between the apathy of the aftermath of the war and 
the general indifference of the girls who aren't too in- 
terested in making a book, we find that few of them 
ever show a woman a new item when she buys a lip- 
stick or a jar of cream. 
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“Several times I’ve asked the question, ‘why didn’t 
you tell the customer about the new shades, or the spe- 
cial we have on a cream?’ to be told, ‘she didn’t ask 
for anything but that lipstick’. Now that means we've 
not done our job as retailers. Considering that this de- 
partment can be, and should be the top money-maker 
of the store, there is going to be some pretty stiff edu- 
cational work done this quarter. We are now ‘weed- 
ing’ out the girls who are indifferent. If a company 
has its people here who are indifferent we will request 
that a change be made, or else that they take the 
course as well. ‘Today, competitive selling is becoming 
too keen for a girl just to hand out an item when re- 
quested.” 

This buyer is only one of a dozen in the Middle 
West who see the hand-writing, for the specialty shops 
and the suburban stores are cutting into the major 
sales of the larger city department stores in a way that 
is both keen, sharp and dagger pointed. The girls in 
these smaller shops know the customer and her needs, 
and sell her everything but the department. 


THE PERSONAL TOUCH 

This is how it works. Mrs. Brown walked into an 
Evanston store. She asked for a jar of cream of which 
she was a regular user. The saleswoman set it on the 
counter. “Mrs. Brown, there is also a special sale on 
this cleansing cream, why not try it? The price is so low 
that I know you'll be glad to try it and like it. You’ve 
certainly kept your throat in good condition through 
daily creaming. Right now there’s a very special cream 
that is on sale. I know you'd like to try it and I'd sug- 
gest you use the small jar to try its reaction. How about 
your lipsticks? This is a shade (producing the stick 
and whisking of the top) that would be highly com- 
plimentary with your costume, This is also on sale. 

“If you need who doesn’t—these boxes 
are a real buy. And matching in fragrance is this bub- 
ble bath. Oh I remember, you like the salts better 
and here is the same scent in the bath powder. As 
these are all on sale the cost even with the tax still in 
force is going to be so little that it will easily carry you 
through the next two months. Then you'll want a new 
fragrance in the cologne and perfume. That hasn't 
come in yet, but we've a sample. Try this. Like it? I 
thought so. When it does come in I'll send you a small 
bottle of the cologne and then you can select the per- 
fume size that you find most convenient * and 
so the saleswoman went on, with a unit sale of just un- 
der $25. 


soap—and 
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The _ — said her secret was to flatter the 
» her complexion care and sell her what 
would aid in maintaining it. “I try to remember one 
or more of their dislikes and mene their likes. This 
customer loves to have a bottle of perfume arrive and 

be surprised over it. She has never questioned the 


woman as 


price. But I never try high pressure her with the 
most expensive bottle in the store. She usually comes 
back several times for more.” 


TAX FORGOTTEN WITH GOOD SALES TALK 

Vhis is the idea which buyers hope may become a 
part of every cosmetic woman’s selling program. But 
too few are interested, is the concensus of opinion in 
the middle west. On the other hand these very custom- 
ers go to Palm Beach, to Phoenix, to Los Angeles, and 
even to Mexico City where they are in the hands ol 
trained salespeople and the idea of tax is completely 
forgotten in the smooth presentation of the latest in 
cosmetics, and their acceptance as part of the “fountain 
of youth” for eternal skin smoothness and _ freshness. 
Change of scene, pace and relaxation usually mean a 
new mood. 

In summing up the comments of the saleswoman 
who was quoted, the buyer added: “She is a rare jewel. 
Customers wait for her, call for her on the phone be- 
cause to her each customer is an individual and rarely 
does she sell the same bill to everyone. She has made 
cosmetics her business, skin a study, and the applica- 
tion of one to the other an art that results in substantial 
sales. When other girls have no books she will total the 
largest, day after day—because I’m sure, of personal 
interest in the customer.” 


JANUS FOR SALES 

Mythologically the god Janus must have been aware, 
even in those ancient days, that a smart buyer had to 
look back to look ahead and there may have been sales 
of fine cosmetics then. Despite the half prices, the holi- 
day boxes on reduced counters, the continued talk of 
possible elimination of the tax, cosmetics sales held up. 

Apparently, say buyers, radio commentators know 
more about our business than we do. Consumers came, 
they looked. Some stayed to buy because with virtually 
every leader in the cosmetic industry offering half price 
sales a woman could well aflord to accept this and pay 
the tax. The reason sales were not as large as they 
should be was poor salesmanship. Buyers are so busy 
making out detailed reports, seeing salesmen who offer 
new ideas . too few of which ever reach the floor 
because of executive-detailed pressure . that they 
spend less and less time on the floor and are therefore 
less aware of the how and why of lost sales 

It’s all a part of the times. The situation is as true in 
St. Louis where specials were important, as it was in 
the Twin Cities where offerings were for entire pages 
of cosmetics and certain of the stores put the chain 
emporiums to shame in excellent advertising, window 
and department displays. Hudson's, Detroit; Ayers, In- 
dianapolis; ‘The Boston Store, Milwaukee, the Petti- 
coat Lane group in Kansas City, and Chicago's State 
street stores, lead the parade. Price was given first im- 
portance plus brand name. Imagination and/or copy 
were poor second placers, with the comments of colum- 
nists on products of “vital” sales information! 

There are two schools of thought in. selling per- 
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fumes. The one believes that the contents are impor- 
tant, and the other is of the opinion that a beautiful 
bottle, a plush lined case and plenty of trimmings make 
an exclusive appeal. Some of the most delightful of the 
French perfumes, as sold Paris, are in plain bottles. 
No French woman buys the bottle—if she wants a 
smart one she buys the type that fits into her decora- 
tive scheme. ‘The finer the perfume the more simple 
the bottle. But for the American trade the finer the 
bottle. ... 

A recent dispatch from Russia—right or wrong 
told of the order to plant great acreage of geraniums 
lor perfume for the fall of 1950. The need for this 
“lift” was so necessary that the edict was said to be 
ofhcial, “The Russian women in pre-war days were 
heavy users of perfume. 

Early this year an editor of a beauty column wrote 
on the correct use of the Christmas gift of perfume, 
and suggested that this be applied, in drops, several 
times during the day, Another editor had other ideas 
on its use but both agreed that the makers issued bot- 
tles, gorgeously packaged, but nary a word on how a 
woman should use it for her own personal toilette and 
to add to her own feeling of improtance. That latter 
point is rearely ever considered. The users of perfumes 
are not a standing army but a passing parade—as teen- 
ageers pass into the producing classification and want 
perfume, or should, and be taught and encouraged to 
use it—intelligently. 


COLUMNISTS ARE IMPORTANT 

Probably the one person in the cosmetic industry 
who is cultivated by the manufacturer is the cosmetic 
columnist. . . under any name this column is of- 
fered. Recently one dared tell how to use perfume and 
the importance of cleansing the face several times a 
day—at least three times to remove grime and the un- 
sanitary habit of applying powder over a dirty, be- 
grimed, snogged face and expecting it to be smooth as 
a baby’s at the year-end. And it might be added buyers 
like the approach of these writers. ‘They give important 
information. 

Are manufacturers educating sales women who sell 
their own company brands, or are they working to help 
the industry as a whole do a better job? No. The buyer 
of the product is supposed to do that. One store's buyer 
has stated that in 1950 he is clearing out all the girls 
who merely hand an item across the counter, 


SALES IN THE FIRST QUARTER 


A survey among leading buyers shows that most of 
them are of the opinion that more sales at $5 and un- 
der will be made than in ten years. More unit sales 
will be made than in a decade. More informative sell- 
ing must be done to just break even with 1949 which 
turned out December units in a larger total than was 
expected. ‘To do this buyers agree they need more 
training help than has been offered in the past from 
the manutacturers of cosmetics enabling the maker, 
seller and consumer to benefit. “And let’s begin,” said 
one buyer, “by selling atomizers with cologne, definitely 
with perfume, and more purse size vials of an essence 
which can be worn during the day. We need education, 
Loo, sO we Can pass it on to our customers, intelligently, 
and produce more sales.”—Jean Mowat 
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Bargain Offers in Toiletries Boost 
Sales in Los Angeles 


Los Angeles—I{ you were in Los Angeles department 
January you saw sales. After holiday sales; 
month end sales, pre-inventory sales; alter inventory 
sales; and just plain January sales filled page after 
page of the local newspapers with their price compari- 


stores in 


sons. Certain stores prohibit advertising sales by price 
comparison—Dorothy Gray cream, regularly $2, for this 
sale, 51; ‘Tussy Lotion, regularly $1, for a limited time, 
50¢, etc., ete., but not in Los Angeles. Even conserva- 
tive J. W. Robinson Co, advertised price cuts on then 
own. branded And the result that 


the stores did good business all through January, al- 


merchandise. was 
though Los Angeles experienced another of its “unus- 
ual weather” winters, when published figures showed 
and 37, with 
actual recorded (private) temperatures of 13 to 15 de- 
grees above zero. Rain failed to dampen the bargain 
hunting enthusiasm of shoppers, and again the truth 
of the old merchandising maxium that people are al- 
ways ready for a bargain was proved. 


temperature drops to minimums of 36 


Toiletries sec- 
tions were represented in all the ads, and buyers were 
satisfied with their January volume. 

All stores featured sale prices on soap. Bullock's 
played up the Associated Merchandising Aimcee; May 
Co., the May Co.’s ITMC, and Robinsons and the 
Broadway Stores their own private labels. But all soaps 
received good display, and being featured, sold well. 
Houbigant showed four fragrances this year instead of 
one, and while they didn’t sell four times as much 
soap as they did last year they did a substantially in- 
creased volume. Yardley included a bottle of lavender 
water with each box of soap*at a special price, and did 
well. Wrisley’s annual one cake free with the regular 
four cake box deal was featured. 

‘The May Co. late in January were maturing plans 
for a first of the month promotion on an item that was 
advertised “formerly sold on prescription, now avail- 
able as a cosmetic.” It was a black, medicinal smelling 
substance, presented in pinktopped white jars, to help 
in the eradication of acne, skin blemishes, and scars. 
At this writing results of the promotion were not avail- 
able, but from the magnitude of the three store pro- 
motion it was evident that the May Co. expected sub- 
stantial returns. The item definitely was a long step 
removed from the usual cream or cosmetic promotion 
of which we have seen so many. 

In several stores out here buyers have been replaced 
by former assistants. At the White House Pete Mar- 
quard was replaced by Cliff Moody, former assistant at 
the Emporium stores in San Francisco. Also in San 
the City of Paris, Eddie Arolla 
vated to the buyer’s desk on the resignation of Char 
lotte Moore. We mention these changes so that you 
may take them, and others, into consideration in plan- 
ning promotions. Give these, and the other new buyers 
a chance the saddle and their feet 
firmly in the stirrups, and you'll see action, But all new 
buyers must feel their way a little at first, so give them 
the chance. They're all good, these new buyers out 
here, and they'll work with you. So give them rope ac 
Don Cowling. 


Francisco, at was ele- 


settled in 


to get 


cording to their strength. 
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Skilled sales clerks in specialty shops and suburban stores are giv- 


ing department stores with untrained clerks stiff competition for 


consumer dollars. Larger stores are planning sales training programs 


January Specials on Creams and Lotions 
Moved Well in Cincinnati 


Cincinnati—aAs_ the smoke of battle cleared, after 
holiday sales Cincinnati cosmetic department buyers 
saw three things clearly as the New Year began: for the 
Christmas season and for the month, they had at least 
broken even with last year’s figures; the giving of men’s 
toiletries as Christmas gilts was on the upswing; the 
between-Christmas-and-New Year’s week had its good 
and bad points. 

On the ‘good” side was the fact that so much mer- 
chandise had been bought (both in the cosmetic de- 
partments and throughout the stores) that the week 
brought heavy traflic of women returning and exchang- 
ing gilts. Much of this trafhe was diverted into cosmeti¢ 
departments where there was an unexpectedly rushed 
business for the week. 

On the “bad” side was the fact that many women 
who had received expensive perfumes for Christmas 
returned them, in exchange for other (possibly 
more practical) items, but for cold cash. ‘This fact cut 
down apparent receipts in some departments. 

Buyers have found that this town has become a poor 


not 


one for sales of bubble bath and high-price cut glass 
perfume bottles. (Low price cut glass bottles still sell). 
They all noted that customers are buying more items, 
but cheaper ones this year than last. Even though vo,- 
ume sales made up for it, buyers didn’t like the looks of 
it. Their only suggestions were that national advertis- 
ing be stepped up, glamoured up. 
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Huge results with Helena Rubinstein’s entire White 
Magnolia line have put it almost on a par with many 
of Coty’s long-favored items here. Revlon’s “Snowman” 
was a top seller; Harriet Hubbard Ayer’s solid perfume 
bracelet at $3 and music boxes at about $4. sold 
well. Faberge and Dana did well, as did Shulton and 
Lentheric, in both men’s and women’s products. 
Dresser sets did well. All this was in spite of the early 
pessimism of buyers, who are often like farmers who 
always predict disasters to their crops. So far, however, 
it is the exceptional buyer who is scared enough to 
have taught his salesgirls to suggest substitute items 
when the customer asks for something out of stock. 
Too bad, as I think this practice, if well done, could 
add one-sixth more to department income. 

January specials on creams and lotions started out 
encouragingly and there were crowds gathering at the 
Robert Curley hair demonstration at H. and S. Pogue 
Co., even though this promotion has been running, 
either at this store or at the John Shillito Co., for four 
months at least. Cincinnati women do like to try things 
with their hair. ‘The Shillito store plans a six-month 
push of Amorskin and the new lotion akin to it, with 
two big ads a month in the newspapers, and expects 
big results from it at the rate of $2 for a $5 jar. Valen- 
tine promotions began February 1.—Mary Linn White 


Efforts to Revive 1920 Make-up 
Not Favored in Pittsburgh 


Pittshurgh—Uncommonly warm weather at the be- 
ginning of the winter season in this area has had its af- 
fect on cosmetic sales in some lines. 

At this writing it is expected that the traditional two- 
for-one sales or regular reductions in other lines will be 
well received. Salesgirls report that many of their cus- 
tomers have inquired about established reductions 
which leads them to believe more women this year 
are watching prices than in the immediate past. 

This is the season when glamor packaging appears 
to be de-emphasized in the minds of most women, as 
contrasted with pre-holiday buying. The large jar or 
bottle at less-than-regular price 
names 


the familiar brand 
the needed cosmetics in a household (like 
cold creams, cleansing creams, hand lotions, mouth 
washes and soaps) have greatest appeal. 

Information gathered from customers at cosmetic 
counters: 

Not one woman questioned on the return to the 
“flapper” make-up like the idea. “It’s too grotesque” 

. “People will laugh at me” . “TL like to look as 
pretty as possible, not like a clown” were some of 
the comments made. 

Any efforts to revive the 1920 make-up, with exag- 
gerated cupid’s bow lips, excessive eye make-up, and a 
white, pasty face apparently will not be successful with 
Mrs. Average Homemaker. A note of warning might 
be detected in this: From a psychological standpoint, 
women don’t mind being laughed at tolerantly (as in 
the matter of crazy hats), but when they're being 
laughed at because they don’t look pretty . . . that’s 
something else again! Many women have criti- 
cisms to make of foundations. ‘There seems to be a 
definite need for a foundation that is good for a dry 
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skin, but one that won't “bead” and give a cake ap- 
pearanc e alter a few hours wearing. 

Another “peeve” conerns nail polishes. ‘““They don’t 
stay on as good as they used to” is a comment often 
repeated. 

The staying qualities of colognes is something else 
women would like to find, and all too seldom do. 
Many women, it seems, like colognes rather than per- 
fumes for daily use. 

Returns on Christmas merchandise reveal that the 
salesgirl who sells a man an out-size, very expensive 
bottle of perfume often finds it back on the shelf after 
Christmas. “Too expensive,” many say, “its extrava- 
gant”. 

‘The moral here appears to be that a moderately 
sized bottle of perfume would stay sold better than one 
twice the size.—Lenore Brundige 


Buffalo Buyer Foresees Good Cosmetic 
Business This Year 


Buffalo—Judging from two of the largest stores 
which attract the biggest volume of customers—our re- 
cent Christmas was a $4 one, with Faberge the top- 
ranking fragrance line. 

That ever-present Jonah of a 20 per cent tax was 
held responsible for the $4 unit average, all stores claim- 
ing that even reducing the luxury tax to 10 per cent 
would boost toiletries totals to a remarkable increase. 

At J. N. Adam’s, gift merchandise in the $2 to $4 
bracket was responsible for the largest amount of their 
volume. Cosmetic staples sold much better than they 
had in previous months, with Helena Rubinstein, Coty 
and Revlon in the lead. Faberge and Prince Matcha- 
belli were prime favorites in the colognes, with the 
more exotic, expensive perfumes luring more custom- 
ers than the inexpensive lines. Novelties varying from 
dressing table and purse-type atomizers to musical pow- 
der boxes proved exceedingly popular here, the largest 
success being achieved with those priced at $3.98 and 
under. 

At the William Hengerer Co., $5 purchases were the 
order of the day, with a view to the item and the tax 
not exceeding that figure. The largest volume was 
within this price range, despite the fact that some good 
solid business was done on the windward side of $10 
purchases. ‘The higher priced cosmetic gift sets did not 
sell very well at all, the same type that were sold out 
last year by the first week of December! 

At this point it is important to remember that the 
steel strike was settled all too shortly before Christmas 

and the effect it had here, both directly—and on 
related industries—was responsible for delaying Christ- 
mas buying to an all-time late starting date, the second 
week of December, and even then the stores had to 
practically scream to get it going. 

Lines doing an outstanding business at Hengerer’s 
were Milkmaid, Revlon, Arden and Coty—the last two 
considerably excelling their figures for December 1948. 
Leading them all, however, was Faberge whose Decem- 
ber 49 tally far surpassed its superb showing of De- 
cember ’48 by a breathless increase! M 

At Flint & Kent, perfumes and fancy goods novelties 
were Christmas preferences. Elizabeth Arden topped 
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Y.. MARYLAND GLASS is mighty a of the 


attractive designs in its current line of stock bottles and 


/ 
| 


jars. When you see samples, you will say they are 

good to look at... and when you put MARYLAND 

GLASS bottles on your production line, you will appreciate 
the fact that long experience, constant research, careful 
production and inspection methods give you a product 
that is strong, crystal clear. By skillful handling of 

cap and label, you can take a MARYLAND GLASS 

STOCK design and develop it into a PERSONALIZED 


sales aid for your products. 


IMMEDIATE SHIPMENT 
(including caps if desired—) 
COMPLETE RANGE OF SIZES 


SEND FOR SAMPLES 


MARYLAND GLASS CORPORATION—BALTIMORE, 30 






















“of beauty is fragrance 


To woman’s beauty fine perfume adds a fourth 
dimension . .. a mysterious, invisible dimension that 
imbues her personality with a subtle enchantment. 
Creating such perfumery is an art, calling for 
materials equal to the perfumer’s skill. One among 
many of Givaudan’s successes in developing quality 


materials for fine perfumery is 


An original and beautiful interpretation of the character of the 

Rosa damascena to be used wherever the fine odor of the Bulgarian otto 

is desired ...a specialty that captures the depth, strength, and 

warmth of one of Nature’s loveliest perfumes... and lends itself 

with equal facility for use as partial or complete replacement of Bulgarian rose. Also 


available are two less expensive versions: Rose d’Orient No. 34 and No. 503. 


(veater Eiutinction through 


(jivaudan -| )elawanna, 
/ Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston « Cincinnati « Detroit + Chicago « Seattle « Los Angeles + Montreal « Toronto 





THIS YEAR... MAKE A BETTER 


SUN TAN PRODUCT 
WITH 2] 









Sun Screening & Perfuming agents combined! 


Just mix Sunaromes with the base you prefer .. . 
water-gum, water-alcohol, or even water alone. You 
can also use a cream base, mineral oil, fatty oil, etc. 
It’s the Sunaromes that make them effective sun screens 
...and scent them so attractively. The protection is 
positive ... and there is no problem of skin irritation. 





Sunaromes were developed to en- 
able the manufacturer of cosmetic 
products to produce any type of 
suntan preparation, in any one of a 
large number of fragrances; simply 
and economically. 


SPECTRAL TRANSMISSION 


@ SUNAROMES completely screen out harmful rays of the 
sun between 2900-3100 angstrom units. 

e SUNAROMES permit sufficient of the actinic rays to 
reach the skin for a beautiful and healthful tan. 

* SUNAROMES combine a perfect and tested sun-screen 
and a wide choice of perfumes, soluble in all media, for 
easy and simple manufacture. 

¢ SUNAROMES are economical to use. 

¢ SUNAROMES are non-irritating to the skin and stable 
in the finished preparation. 


Write now for samples and literature containing 
complete data, prices and interesting formulas. 
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ELTO CHEMICAL COMPANY, INC. 
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all the cosmetic lines, with her “My Love” perfume a 
particular favorite for gift buying. Imported soaps 
are always in demand here, and held their own as a 
holiday best seller. 

Miss Mary Lanigan, the toiletries buyer at Flint & 
Kent, expressed an enthusiasm for 1950's possibilities 
that was contagious, stating that if it holds to the 
pattern with which it began, it gives promise of being 
an excitingly provocative, productive year. Here’s hop- 
ing she’s right:—Maggie Flemming. 


Cosmetic Business Holding Up Well 
in Southeast 


Dallas—a<A group of fine cosmetics was introduced in 
Dallas for the first time early in January when Neiman 
Marcus presented Estee Lauder cremes, lotions, oils 
and make-up and had as special guest of the store and 
consultant in the Cosmetics department Miss Estee 
Lauder, owner and manufacturer of the line. 

Response to this new line was very gratifying, ac- 
cording to the specialty store, and they believe this 
brand which might be called “custom-made” will be a 
real addition. 

A post-Christmas survey of Dallas department stores 
indicates that this holiday season was the most profita- 
ble ever experienced at the majority of cosmetics count- 
Number of sales and dollar volume was, for the 
most part, higher than last year. 

Sales in the chain drugs were about equal to last 
year in most instances but one large chain showed a 


ers. 


distinct upward trend. 

Colognes, as usual, were the top seller in the Dallas 
market colognes with flower or light scents al- 
though such things as nail polish sets went well. 

Since Christmas, stores have chosen to load 
their counters with special offers in cosmetics and re- 
lated their 
however, has carried on an extensive newspaper cam- 
paign of full page and half page newspaper advertise- 
ments. The ads have featured many brands in the 
space, concentrating on promoting a carticular use, 
such as “beauty in the bath” rather than one brand. 
Results have been spectacularly good. 

Through special offers, the chain drugs have kept a 
steady demand for such items as shampoo, toothpaste, 
hand lotion, deodorants, nail polish and face cremes. 
Users of home permanents sets are still on the uptrend. 
Hair oils and such preparations as Suave are going 
well. 

The clerks, in general, believe that business has held 
up remarkably well for early in the year. “We thought 
it would drop off,” one of them said, “but maybe the 
people in Dallas just like to smell good.” At any rate, 
cosmetics still are selling.—Jean Shaffer. 


most 


articles as only promoton. Sanger Bros., 


Half-Price Sales Kept January 
Cosmetics Sales Up in Atlanta 
Atlanta—A well-timed visit early in January by 
Manka Rubinstein, sister of the famed Helena and a 
strong proponent of youth-alter-sixty, was a shot in the 
arm of an ordinarily slack season for one Atlanta Depart- 
ment store. 
“Her visit,” said Al Sherer, manager of their cosmetic 
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department, “was the most sensational single promotion 
we've ever had.” 

In addition to selling a lot of Rubinstein products, it 
also sold other items as well, which was just fine for all 
concerned. 

As a matter of fact, none of the Atlanta retail outlets 
either department store or drug, have suffered painfully 
by a sharp decline in buying after the Christmas season. 
lhanks for this go unanimously to half-price sales all the 
manufacturers thoughtfully arranged to fill this gap. 

Christmas business in itself was good. The price range 
generally was down, but the volume of units sold was up. 
Between the two, they chalked up a slight increase over 
1949. 

Their hopes are not necessarily high for 1950. How- 
ever, they do anticipate a good volume, with perhaps a 
little increase over the past two years. 

Most of them feel that they’re on the safe side of their 
expectations, with expanded departments and increased 
stocks.—Maynita Gerry 





Sunburn and Suntan 


wee ultra violet spectrum responsible for sunburn 
ind suntan extends from 2970 to 3130 Angstrom 
units. Exposure of the skin to these rays causes dilation 
of the capillary cells which bring the blood to the surface, 
causing an erythema or burn. As this erythema subsides 
in the outer layer of the skin, the melanin or pigment 
in the lower strata moves up to form a tan. No tan is 
produced until after the erythema has occurred as the 
same rays which cause the latter are what activate the 
pigment cells. An erythema can be painless provided the 
skin is given adequate protection. Tanning, however, 
cannot be relied upon to prevent sunburn. 

The normal response of untanned skins to varying 
periods of exposure to mid-Summer sunlight is as fol- 
lows: 20 minutes—minimum perceptible erythema; 50 
minutes—vivid erythema; 100 minutes—painful burn; 
200 minutes—blistering burn. 

An effective suntan preparation can double the length 
of exposure with safety. A serious burn however can 
damage the skin so as to cause a permanent coarsening 
and thickening of the outer layers and sometimes injure 
it to such an extent that it will never tan. Mineral oils 
because of their transparency are not recommended as 
they permit 100% of the ultra violet rays to penetrate 
and are not effective for screening purposes. 

Since untanned skin will not tan without an erythema 
first, the true function of a suntan lotion is to cut down 
the intensity of the rays in the wave lengths between 2970 
to 3130 A, but it is impossible to block out burning rays 
without blocking off the tanning ones as well. A sun tan 
lotion must permit the erythemal process to occur with- 
out pain or blistering and with a minimum thickening 
of the outer layer. In this way the skin tans without 
The importance of continuing applications 
of suntan lotion even after a tan has been achieved can- 


coarsening. 


not be too strongly emphasized, as it preserves the youth- 
ful tone of the skin and the even texture of the pigment. 
For the best care of the skin everyone should use a proper 
screening lotion during exposure to the sun—JWalter 
Mueller. 
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FLAVORS 





Dr. Morris B. Jacobs 


Candy and Beverage Flavors 


A comparison of the flavor stimuli of confectionery 


and beverages illustrates that different criteria 


are operative and should be taken into account. 


LAVOR is a most important 

concept but we actually have 
two concepts in mind when we 
speak of it. First is the sensation 
caused by the particular foodstufk 
we are eating and second is the 
term used to designate the special 
products or substances used to give 
the sensations spoken of in the first 
concept. Since both aspects of fla- 
vor are important, both will be dis 
cussed. 


Flavor Sensation 


No matter how complete the nu- 
tritive aspects of any diet, unless 
that diet is flavorsome it will lack 
appeal and palatability, It it lacks 
palatability, a particular diet will 
prove inadequate trom the nutri- 
tive point of view for it may not be 
consumed. Indeed distaste for an 
unpalatable diet may prove so 
strong as to make the diet re- 
pulsive. 

Actually the sensation of flavor 
is a most complex sensation as 
compared with the sensations of 
taste or odor, I do not mean in any 
way to belittle the complexities of 
the odor sensation for I am of the 
opinion that no classification of 
odors, even my own which is given 





® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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in Synthetic Food Adjuncts, is sat- 
isfactory. 

There are at least six factors in 
volved in the composite sensation 
we call flavor, Depending upon 
which particular foodstufl is in- 
volved, say a beverage or a candy, 
the principal items we are consid- 
cringe, there will be a dillerence in 
the relative importance of each 
factor. In any event the most im 
portant factors are taste and odor. 
hen depending on the foodstull 
come feel, temperature sensations, 
kinesthetic sensations, and the feel- 
ing of satisfaction, that is, the sen- 
sations attributable to stimuli af- 
fecting the nerves of common 
sensibility. 

Kor instance, the smoothness of 
ice cream is a sensation that is felt 
as is the bland sensation that we 
get from oils. The burning sensa- 
tion given by such substances as 
ginger courmarin, pepper, and eu- 
genol is the result of the stimula- 
tion of the ordinary sensory cells of 
the mouth and tongue in addition 
to the true sapid or pungent taste 
of the ginger and pepper. The sen- 
sation of coolness we associate 
with menthol is due to its stimula- 
tion of cold receptors in any part 
of the body. 

Perhaps we can best illustrate 
these points by a consideration of 


the flavor of a beverage and that 
of a given candy. ‘Thus the flavor 
of a carbonated lemon beverage is 
the resultant of the sweet taste of 
the sugar it contains, the sour taste 
of the citric acid present, the taste 
and odor of the lemon oil or the 
lemon oil substitute in which the 
aldehyde citral plays a major role, 
the tickling sensation caused by 
the impingement of the bubbles of 
escaping carbon dioxide — gas 
against the walls and roof of the 
mouth and the tongue, the sensa- 
tion of coldness which is due to the 
low temperature of the beverage, 
and finally the feeling of satisfac- 
tion from a good drink. 


Components of Candy Flavor 


In the case of candy or confec- 
tionery, the flavor sensation is 
made up of (1) the sweetness of 
the sugar used, the bitterness and 
other taste characteristics of choco- 
late if chocolate is a component, 
the sourness of acids used in the 
case of candy drops and lollipops; 
(2) the odor stimulus that is the 
resultant of the odors of the natu- 
ral and or synthetic flavorings 
used; (3) the muscular stimulus 
obtained as the result of chewing 
such candies as caramels, nougat, 
fudge, and the like, which is 
termed the kinesthetic sensation; 


February, 1950 131 








ELIGHTFUL fragrance of 


rich Jasmine in 





~— ay full bloom with the fascinating 






subtle French motif f 
...A favorite from out of the past... 
down through the years .. . As lasting \ 
and appealing as ever in the most modern 
perfumes, toilet waters, 
and cosmetics . 


a 


ers al 


CHICAGO + NEW YORK 61 + LOS ANGELES 13 \ Ae ye 
a al y 
A ¢ - J 





DALLAS 1 + DETROIT 2 » MEMPHIS 1 + NEW ORLEANS 13 
ST. LOUIS 2 + SAN BERNARDINO + SAN FRANCISCO 11 


Florasynth Labs. (Conado Ltd.) Montreal + Toronto * Vancouver + Winnipeg 
Florasynth Laboratories de Mexico $. A. — Mexico City 





132. February, 1950 The American Perfumer 





Er or 


(4) the feeling of smoothness or 
granular character or texture of 
the candy or the sensations spoken 
of as the tactile sensation; (5) the 
temperature of the candy as in the 
instance of hot fudge (although it 
should be noted here again that 
menthol and allied substances give 
a temperature sensation of cool- 
ness as in the minty candies) and 
finally (6) there is the sensation 
of fullness of flavor or feeling of 
satisfaction. 

It is thus clear that flavor is in- 
deed a complex sensation. 

Flavor Classification 

We have to turn now to the 
other aspect of flavor and that is 
the use of the term to designate fla- 
voring products. Though lines can- 
not be too rigidly drawn, flavors 
can be classified in various ways. 
Very likely the simplest classifica- 
tion is that of placing the flavors 
into three major groups: ‘These are 
natural flavors, fortified flavors, 
and synthetic or artificial flavors. 
Such a classification is too meager, 
in the information it provides so 
that it is better to classify flavors in 
a somewhat more detailed manner. 

First, there are the naturally oc- 
curring flavoring materials of an 
organic nature such as spices and 
herbs. These are in general derived 
from the flowers, leaves, buds, 
fruits, roots, tubers, bark, stems, 
and wood of various plants. It 
would be too long to discuss these 
in detail, though it should be noted 
that natural wood smoke also falls 
into this category. 

Second, there are the naturally 
occurring flavoring materials of an 
inorganic nature. ‘The principal 
one of these is, of course, common 
salt but there are others of impor- 
tance, namely sodium and _ potas 
sium nitrates and nitrites which 
are used in the curing of meat and 
fish. 

Third, there is a large group ol 
flavoring materials which are sepa- 
rated from naturally products. 
These may actually be placed into 
two subcategories. On the one 
hand are the group of essential oils 
used for flavoring purposes and on 
the other are products such as al- 
coholic flavor essences and extracts, 
concentrated natural fruit flavors, 
vinegar, sirups, sugars, fats, and the 
like. 

Fourth, there is the group of fla- 
voring substances which are ob- 
tained in a substantially pure state 
after considerable processing. The 
principal items in this category are 
monosodium glutamate, other am- 
ino acis, and sucrose and other sug- 
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ars. The number of substances in 
this category may well be extended 
in the future. 

Fifth, there is the group of sub- 
stances isolated from naturally oc- 
curring flavoring materials. Such 
substances are known as _ isolates 
and while they are still important 
their relative importance — has 
diminished. Representative — sub- 
stances in this group are anethole, 
cineole, safrole, eugenol, cinnam- 
aldehyde, and citral. ‘These are ob- 
tained respectively from anise and 
star anise oils, eucalyptus oil, sassa- 
fras oil, clove oil, cassia and cinna- 
mon oils, and from lemon and lem- 
on-grass oils. Menthol from pep- 
permint oil is still another exam- 
ple. 

Sixth, there is the group of fla- 
voring materials known as semisyn- 
thetics. These are substances which 
have been synthesized using iso- 
lates as the starting materials. They 
too were a most important group 
but their relative importance is dl- 
minishing. Representative mem- 
bers of this group are isoeugenol 
from eugenol, vanillin from euge- 
nol and satrole, siperonal from sa- 
frole, gingerone from gingerol, the 
pungent component of ginger, and 
caffeine from -theobromine, the 
characteristic alkaloid of cacao. 


Synthetic Flavoring Substances 

Last there is the most important 
group of synthetic flavoring sub- 
stances. Actually this group is best 
divided into two major subgroups. 
The first of these comprises those 
real synthetic substances, that is 
those substances made from coal, 
water, and air or from simple or- 
ganic substances made from these 
raw materials, which are identical, 
chemically speaking with flavoring 
substances isolated from natural 
sources. Those of greatest historical 
importance are vanillin and cou- 
marin, Others that fall into this 
group are cinnamaldehyde, biace- 
tyl, benzyl isothiocyanate, a com- 
ponent of Indian cress and garden 
cress oils, and methyl betamethyl- 
thiolpropionate, a flavoring mate- 
rial present in pineapple. 

The second subgroup of syn- 
thetic flavoring materials, the sub- 
group that bids fair to exceed all 
other groups in importance, com- 
prises a host of flavoring substances 
which have no counterpart in na- 
ture. Generally these are extremely 
powerful flavoring materials having 
many times the flavoring power ol 
the natural products they resem- 
ble. It is a common misconception 
that such products are “new” in 
that they are the result of research 


work done within the past two dec- 
ades but the fact is that many of 
them were prepared and even used 
over forty years ago. Represen- 
tative of this group are gamma-un- 
decalactone, so-called Aldehyde C,, 
or peach aldehyde, ethyl methyl- 
phenylglycidate or ethyl phenylgly- 
cidate (that is ethyl alpha, beta- 
epoxy-beta- methylhydro- cinnamate 
or ethl alpha, beta- pony kycirocie 
namate) so-called Aldehyde C, 
strawberry aldehyde, ; i sete 
lactone or so-called Aldehyde c. 
or coconut aldehyde, the furyl: ucry- 
lates (Gilman and Wright), ‘isobu- 
tyl furyl propionate (reminiscent 
of pineapple) and many, many 
others. 


Part II of Candy and Beverage 
Flavors will appear in the March 
issue. 





Diagramming Flavors 


METHOD by which flavors 

and aromas can be both eval- 
uated objectively and portrayed 
pictorially was described recently 
to the Institute of Food Tae 
gists by S. E. Cairncross and L. | 
Sjostrom of Arthur DD. Little, Sa 
Cambridge, Mass. The technique 
is called “flavor profiles.” When a 
food is analyzed by this method, a 
panel of trained tasters determines 
which “flavor notes” can be identi- 
fied individually as standing out 
from the over-all flavor blend, how 
strong these notes are, and also 
how strong the basic blend of fla- 
vor is. 

With this information, a dia- 
eram can be drawn in which a 
semicircle represents the strength 
of the base flavor, and distinctive 
bars radiating from the center rep- 
resent each of the notes which 
stand out above the base flavor. 
The size of the semicircle and the 
length of the bars identify the fla- 
vor. 

The same information can be 
used in tabular form, as on a rat- 
ing sheet, but the diagram of the 
flavor profile has been found to be 
an especially clear method of de- 
scribing a flavor or comparing two 
different flavors visually. It can, for 
instance, show the effect of season- 
ings, such as monosodium gluta- 
mate, in blending together the fla- 
vor notes of a food. In the profile 
of the seasoned food, the semicir- 
cle is larger, showing more total 
flavor, but fewer individual flavor 
notes stand out above the base fla- 
vor, since many of the individual 
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Lipsticks—Many of the finest lipsticks on the market today are made 


. 
Drug and Cosmetic with either Isco Carnauba or double refined Candelilla Wax. ISCO ab- 


Industry 





sorption base acts as a color diffusing agent in lipsticks 


‘ 
? 
' 
‘ 
Creams—Among the ISCO products helping to improve the leading Makeup Bases—Many of the pancake type makeup products use Isco 
sellers among all types of cosmetic creams are Isco White S_nbleached 
: Carnauba and Isco Candelilla to improve their quality. Isco Cosmetic 
Beeswax, Isco Ozokerite, Isco Spermaceti and Lanolin. Five Isco Ab- 
sorption Bases are available, each designed for water-in-oil creams. Each Talcs are also used in their manufacture. Write for full information on ! 
one is adjusted to give cosmetics different character. Night creams, how these Isco products can fit into your manufacturing process 
makeup base creams and lotions, cold creams, cleansing creams, hair 
dressings and lubricating creams are among the products made with 
these bases 
, 
You ll like [SCOoperation 


When it comes to raw materials for the drug and cosmetic industry, it 
will pay you to investigate [SCOoperation. Every step of the way, from 
selection of raw materials down to the careful control of quality, you'll 
find Innis, Speiden way out in front. Our laboratories and our tech- 
nical consultants will be glad to help you on any problem involving an 
isco product. Write today for full information on Isco products for 
your own use. You'll like ISCOoperation—every step of the way! 
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notes have been blended into and 
augment the base. 

Sometimes a note can be de- 
scribed by reference to a definite 
chemical; for example, phenylace- 
tic acid has the same odor as one 
of the principal notes in the aroma 
of both beer and honey. The tast- 
ers usually spend a month or more 
in arriving at a proper selection 
and understanding of the words 
used to describe a new flavor. With 
this understanding as a_ starting 
point, they then set out to evalu- 
ate or improve the flavor of a new 
food.—abstract’ thru. Chem. and 
Eng. News, 27, 2858, 1949. 





Monosodium Glutamate 
Labeling 


HE FEDERAL SECURITY 
AGENCY issued a Statement of 
General Policy or Interpretation 
on May 20, 1949, corrected on 
June 2, 1949, with respect to the 
labeling of monosodium glutamate 
in foods. The statement sets forth 
that in the light, of new informa- 
tion, the Food and Drug Adminis- 
tration and the Federal Security 
Agency are not disposed to main- 
tain the position that the presence 
of monosodium glutamate in foods 
be designated as an artificial flavor- 
ing on the labels of foods to which 
it is added, while the Statement of 
General Policy or Interpretation 
does not set forth the reason for 
this change of position, it is under- 
stood that the Food and Drug Ad- 
ministration has been convinced 
that monosodium glutamate is not 
flavoring, but that it merely en- 
hances the flavor of various food 
products to which it is added. As 
the law only requires a statement 
that an ingredient is artificial if it 
is a flavoring or coloring, other 
artificial substances which do not 
act as a flavoring or coloring need 
not be declared as artificial—ab- 
stract thru Food, Drug and Cos. 
Las, 4, 447, 1949. . 





Chemical Abstracts 


Prepared Pepper . Condiment. 
Aladar Fonyo (to Wm. J. Stange 
Co.). U.S. 2,455,749. Dec. 7, 1948. 
To improve the storage c: apacity of 
black pepper, ground pepper is 
heated in a suitable organi ry ‘nt, 
such as alcohol, benzine. or C,H,Cl, 
at temperature below the b. : “of ‘the 
solvent. The successive menstruums 
are collected in one batch and 
heated in vacuo to recover the sol- 
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vent. The partly liquid and partly 
crystalline extract is added to crys- 
talline common salt, which has been 
admixed to caramel coloring. The 
resultant product will keep well and 
preserves the flavor of pepper better 
than comparable quantity of ground 
black pepper. (Thru C. A. 43, 2342, 
1949) 


The Absorption of Spice Oils 
by Pickles from Different Men- 
strua. F. W. Fabian. Fruit Products 
J. 28, 234-6, 1949.—Lab. and com. 
scale experiments were run to de- 
termine the best menstruum to use 
to incorporate a mixture of clove, 
cassia, and pimento spice oils into 
sweet pickles. A 1:1000 and 1:2000 
dilution of the oils were placed in 
propylene glycol, acetic ether, an 
emulsion of gum acacia, and a con- 
trol containing only the oils. On a 
laboratory scale the oils were ab- 
sorbed equally well from all the 
menstrua by the pickles doubtless 
due to the frequent and thorough 
shaking which they received. On a 
com. scale more of the oils were ab- 
sorbed by the pickles from the 
emulsion than from any of the other 
menstrua. (Thru C. A. 43, 5130 
1949) 


Piperonal in Vanilla Extract. 

B. Gnadinger. Ind. Eng. Chem. 
18, 588-9 (1926). Piperonal has not 
been isolated from any variety of 
true vanilla beans but vanillons and 
Tahiti beans appear to contain a 
small amount. The gallic acid test 
of Labat for piperonal (C. A. 14, 
1406) was found to be more satis- 
factory than the phloroglucinol test. 
(Thru C. A. sv,1518 [1927}). 


Soluble Aromatic Coffee Ex- 
tract. E. Osswald. os 955,955, 
Feb. 1, 1949 (Cl. 34d). A soluble cof- 
fee rich in aroma is produced by 
roasting coffee mixed with a c: arbo- 
hydrate. Thus, ground or whole- 
bean green coffee 100 parts is mixed 
with powdered glucose 20-30 parts 
and the mixture roasted to a point 
where only a part of the aroma has 
been developed, but where the 
glucose has been caramelized. The 
mixture is cooled quickly and is ex- 
tracted with hot water 300 parts in 
a closed vessel. The extraction is 
repeated twice; the combined ex- 
tracts are concentrated by freezing 
and the concentrate is evaporated to 
dryness in vacuo. The residue is 
roasted to produce further aroma. 
Other carbohydrates or their mix- 
tures may be substituted for the 
glucose. (Thru C. A. 43, 5512-3, 
1949) 


Soluble Aromatic Coffee Ex- 
tract in Paste Form. E. Osswald. 
Swiss 255,956, Feb. 1, 1949 (Cl. 34d). 
The coffee extract is enriched with 
the aroma carried by the roast gases. 
Thus, green coffee 100 parts is 
roasted in known manner. The 
roast gases are passed through 20- 
30 parts glucose (1) under carameliz- 
ing conditions. An extract is pre- 
pared from the roasted coffee and 
is concentrated by cooling below 0° 
and removing the ice by centrifug- 
ing. The concentrated extract is 
mixed with the aromatized I to pro- 
duce a paste. Other carbohydrates 
or their mixtures may be substi- 
tuted for the glucose. (Thru C. A. 
#3, 5513-4, 1949) 


Preservation of the Aroma of 
Dry Soluble Coffee Extracts. 
Afico S. A. Swiss 250,804, July 1, 
1948 (Cl. 34d). A polyhydric alco- 
hol, -C,H,(OH),, where N is a no. 
greater than 3 and smaller than 7, 
and the free valencies are saturated 
with H or in ring closure, is substi- 
tuted for the hygroscopic carbohy- 
drate aroma binders proposed by 
the main patent, Swiss 201,940. In 
an example, mannitol is added toa 
coffee extract in an amount equal to 
the coffee solids, and the mixture is 
spray-dried to produce a dry soluble 
coffee which is only slightly hygro- 
scopic. Erythritol or inositol m: Ly 
also be used. (Thru C. A. 43, 5514, 
1949) 


Antiseptic and Disinfectant 
Power of Bergamot, Orange, and 
Lemon Essences in Aqueous So- 
lution Against Sporebearing Or- 

ere Piacentini. Ann. igiene 
58, —11 (1948). The phenol coefhi- 
a of bergamot essence was 0.44; 
that of both sweet orange and 
lemon was 0.44. The rough phase of 
Bacillus anthracis was more resist- 
ant to the essences than was the 
smooth. Antiseptic power, however, 
of all three essences was greater than 
that of phenol when te sted against 
the rough phase of B. anthracis 
strain 89. Growth of B. anthracis 
was inhibited by 1:5200 of either 
bergamot or lemon essence and 
1:1600 or orange. Growth of B. 
megatherium was inhibited by 
1:2800 of bergamot essence, 1:3200 
of orange essence, and 1:6400 of 
lemon essence. The corresponding 
dilution of phenol to produce in- 
hibition of these species was 1:2 
Growth of B. tetani was inhibited 
by 1:100 of bergamot essence and 
1:25 of orange essence or lemon es- 
sence. Physical characteristics of the 
essences used were: bergamot b. 
185°, d,, 0.88, optical rotation, a, 
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Climbing trees and observation towers . . . locking 
through telescope and binoculars will not help you find 
the perfect scent for your particular product. But here's 
how you can find it: Set your sights on D&O... 
Here you will find more than 150 years of experience, extensive 
world resources, modern research and compounding laboratories, 
skilled master perfumers. Here, too, you will find myriads of new, 
exciting fragrances being created ... new and unusual 
perfumery materials being developed to meet new conditions, 
to solve new problems, to anticipate tomorrow's trends. Here, then, 
at D&O is where you will find the Profitable, the Correct, the Perfect 
scent for your product... and the happy solution to your most 


complex perfuming problems. Consult D&O. 
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8° at 37°, coefficeint of viscosity 
about 0.036, color yellow-green. 
Sweet orange b.175- -80°, d,, 0.80- 
0.85, acid reaction, a 95° to 98° (no 
temperature stated), color yellowish 
orange. Lemon essence b. 180°, acid 
reaction, a 59° to 67° at 20°, d,. 
().85-0.86, color yellowish green. 
The essences were saponified by 
using 80% Na oleate 31.25 g., 
Tylose $ 2 gm., the essence itself 5 g., 
- distilled H,O 61.75 cc. (Thru 
A. 43, 4811, 1949) 


Adulteration of Bitter Almond 
Oil. F. O. Walter Meyer. Benzyl alc. 
(1), used frequently to adulterate 
bitter almond oil, is not inert phy- 
siologically as is often assumed. 
Small amts. (1/10 drop) caused tem- 
porary anesthesia of human taste 
buds. Cake prepd. with a flavoring 
contg. I as an adulterant produced 
the same reaction in 5 out of 6 
tasters. (Thru Chem. Absts. #3, 
6789, 1949) 


Vanillin. Roche Products, Ltd. 
Brit. 615,772, Jan. 11, 1949. Vanillin 
is absorbed from aqueous solution 
at ,H 5-9 on an anion-exchange 
agent (Wofatit M.), from which it 
is eluted with dilute acid or alkali. 
(Thru C. A. 43, 4431, 1949) 





Industry News 


Pennsylvania Soft Drink Act 
Held Constitutional 


‘The Pennsylvania solt drink act 
of 1947 has been held constitu- 
tional by the Dauphin County 
Court. The requirement that out 
of state manufacturers purchase 
tax crowns or stamps from the 
Pennsylvania Revenue, Dept. prior 
to the shipment of finished syrups 
or bottled soft drinks into Penn- 
sylvania was held unconstitutional. 
They may be purchased before ol- 
fering the syrups or beverages for 
sale. 


Natural Flavoring May be Forti- 
fied with Methyl Vanillin 

Natural flavoring may be forti 
fied with methyl vanillin when in- 
tended for use in ice cream accord- 
ing to the provisions of a new 
Wisconsin law. The state will offer 
no objections to label declarations 
on the flavor substance when such 
declarations comply with federal 
requirements and are sent to ice 
cream manutacturers in the state, 
according to state counsel. As_ to 
fortified vanilla manufactured and 
sold in Wisconsin the counsel feels 
that compliance with the law is 
met where it is labeled with some 
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such expression as ‘Flavoring Com- 
pound followed by a list of ingredi- 
ents in some such way as ‘Vanilla 
Extract, Vanillin.’ 


William Triest Elected President 
of Vanilla Bean Assn. 


At the annual meeting of the 
Vanilla Bean Assn. of America, 
Inc., held at the Hotel Gramercy 
Park, William Triest of Zink and 
Triest, Philadelphia, was elected 
president; J. Schmidt of Dodge 
and Olcott, vice president; and J. 
Manheimer of J. Manheimer, 
treasurer. 

‘The directors elected were: Ed- 
ward S. Buckley of ‘Thurston and 
Bradich; A. H. Hunziker of Hun- 
zikera, Inc., Chicago, and ]. H. 
Maxwell of The Camax Co., Phil- 
adelphia. 

President ‘Triest, on election 
made the following statement: 

“The Vanilla Bean Association 
of America is convinced that a 
large percentage of the population 
in the U. S. is unaware of and un- 
acquainted with the superior fla- 
vor which can be obtained from 
vanilla beans and it is the aim of 
the Association to increase the use 
of pure vanilla extract and flavor 
and in cooperation with foreign 
governments to encourage in- 
creased production in the coun- 
tries where vanilla beans are 
grown.” 


U.S. Dept. of Agriculture 
Studies Citrus Usage 
Arrangements have been com- 
pleted by the U.S. Dept. of Agri- 
culture for a_ research — project 
which will provide a continuous 
flow of information on consumer 
uses of citrus dried fruit and fruit 
juices, 


Grapette Co. Offers Bottled 
Lithiated Lemon-Lime Soda 


The Grapette Co., Camden, Ark. 
is offering a new soft drink called 
White Cap. It is a lithiated lemon- 
lime soda in a 7-ounce green 
bottle. 


Removal of Free Acid from 
Fruit Juices by lon Exchange 

By passage through an_ ion-ex- 
change resin, all free acid is re- 
moved from fruit juices; by com- 
bining this passage with another 
through a cation-exchange resin, 
all of the dissociable salts are re- 
moved. ‘The juice can be passed 
through | volume of the ion ex- 
change resin at the rate of 10 vol- 
umes per hour, but when 6 to 8 vol- 
umes have passed through, it is 


necessary to regenerate the resin. 
All odor and taste except the 
sweetness of the juice sugars are re- 
moved in the process, and the 
sweet-water can be concentrated to 
make a syrup-substitute for sugar. 


John A. Bouton Heads Up Flavor 
Div. of Synfleur Laboratories 


John A. Bouton has resigned as 
president of the Southern Labora- 
tories, Greensboro, N.C. to become 
head of the Flavor Department of 
Synfleur Scientific Laboratories, 
Monticello, N.Y. Mr. Bouton is a 
graduate of St. John’s University, 
has had 17 years of experience in 
the flavor industry and has been as- 
sociated with some of the largest 
concerns in the industry. 


F.E.M.A. Convention Plans 
Announced by President Curlett 


John N. Curlett, president of the 
Flavoring Extract Mfr’s. Assn. has 
announced the program plans for 
the 41st annual convention of the 
association, to be held at the Tray- 
more Hotel in Atlantic City. One 
of the major speakers will be Dr. 
J. W. Sale, chief of the beverage 
branch of the Food and Drug Ad- 
ministration, 


Joseph A. Gauer Now General 
Manager for Hudson Mfg. Co. 


Joseph A. Gauer, who has been 
associated with the essential oil an 
flavoring materials industry for 
over a quarter of a century, has 
been appointed general manager of 
the Hudson Mz inuf: icturing Co. of 
Chicago, manufacturers of vanilla 
products, 

Mr. Gauer is past president of 
both the Chicago Drug & Chemical 
Assn. and the Chicago Perfumery, 
Soap & Extract Assn. He was co- 
chairman of the 19149 convention 
committee of the Flavoring Extract 
Manufacturers Assn. 


Ammoniated Chewing Gum 
for Adults Launched 


A five cent size of ammoniated 
chewing gum especially for adults 
has been launched by Topp’s Chew- 
ing Gum Ine., Chicago, Il. 


Urge Making Hotel Reservations 
for F.E.M.A. Meeting 


Members of the Flavoring Ex- 
tract Manufacturers Association 
and others who plan to attend the 
convention at the Hotel Traymore, 
Atlantic City, N.J., May 7-10 are 
urged to make their reservations di- 
rect with the hotel as soon as pos- 
sible. 
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Give her an extra reason for buying 
and your reward is extra sales! 

Take the Duraglas bottle pic- 
tured. It gives a toiletry prepara- 
tion like hair oil the added selling 
point of convenient drop by drop 
dispensing. 


U.S. PAT. OFF 





OWENS-ILLINOIS GLASS COMPANY - 
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"In special dispensing bottle” —This phrase helps swing her to your brand. 
Bottle illustrated is a 5-ounce oval No. A-7179 with Empress closure. 


She wants style plus convenience — You want more sales 


DURAGLAS BOTTLES SATISFY BOTH/ 


It’s typical of our more than 1400 
different drug, chemical and toi- 
letry stock-mold Duraglas contain- 
ers. Each one is functioneered for 
high consumer sales appeal .. . 
low original cost... top efficiency 
on your filling line. 


Das Bottles are Prote 


Everything you need—bottles, 
closures, cases, expert designers 
and engineers—are at this single 
source of packaging satisfaction, 
Owens-Illinois. Let’s discuss your 
needs. A fully-staffed branch office 
is near you. Prompt service. 


etors of Quality 
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BRANCHES IN PRINCIPAL CITIES 
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SOAPS 


Synthetic Detergents vs Soap 


Animated discussion on merits and place of each in the mar- 


ket at 23rd annual meeting of Association of American Soap 


& Glycerine Producers . . . Oils and fats ample for all needs. 


HE relative merits of soap ver- 

sus synthetic detergents were 
discussed by experts at the 23rd 
annual meeting of the Association 
of American Soap & Glycerine 
Producers, Inc., in the Plaza Ho- 
tel, New York, N.Y. January 25 
and 26. In addition the world situ- 
ation and the domestic situation of 
supplies of oils and fats were ap- 
praised and much other useful data 
on the manufacture and sale of 
soap was considered. 


Soap Production in 1949 


Soap production in the U.S. in 
1949 was (3,690,000,000) Ibs. and syn- 
thetic detergent production was 
3,185,000,000 Ibs. Neil H. McElroy, 
president of the association, re 
ported in his opening address of 
welcome and review of activities 
in the past year. He was intro- 
duced by E. A. Moss, vice-presi 
dent, Swift & Co. 

Soap manufacturers were warned 
by the next speaker, Edwin G. 
Nourse former chairman of Presi- 
dent Truman’s Council of Eco- 
nomic Advisors, not to depend 
on government spending to main- 
tain national prosperity. “Deficit 
spending by the government,” he 
said, "inflates prices and doesn't 
give a solid prosperity. Inflation 
makes everybody happy. Prices and 
wages go up and things hum. A 
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slow and creeping inflation could 
be maintained on a_ balanced 
budget basis, but we cannot have 
a managed inflation on a deficit 
basis. Sooner or later inflation has 
a tendency to explode. Therefore 





Neil H. McElroy 


it is the responsibility of all busi- 
ness men to protest against deficits 
and inflation.” Philip Stromberg 
then outlined the market research 
undertaken by the A. C. Nielson 
Co. showing the soap industry pic- 
ture. 


New Officers 


The following officers were 
elected for the coming year: 

President—Neil H. McElroy, 
president Proctor & Gamble Co., 
Cincinnati, Ohio. 


Vice-president for East—left va- 
cant. This post has been held by 
Edward H. Little, president of Col- 
gate-Palmolive-Peet Co. 

Vice-president for Mid West— 
E. W. Wilson. Vice-president, Ar- 
mour & Co., Chicago, III. 

Vice-president for Far West— 
E. M. Finehout, vice-president; Los 
Angeles Soap Co., Los Angeles; 
Calif. 

Treasurer—Nils S. Dahl, gen- 
eral manager John T. Stanley Co., 
New York. 

Assistant Treasurer—Henry F. 
Elberfeld, Colgate-Palmolive-Peet 

Secretary—Roy W. Peet, man- 
ager of the Assn. of Soap & Glycer- 
ine Producers. 

Directors re-elected were: J. L. 
Brenn, president, Huntington Lab- 
oratories, Huntington, Ind.; How- 
ard Dock, president M. Werk 
Co., Cincinnati, Ohio; B. F. Flynn, 
president, Pacific Soap Co., Los 
Angeles, Calif.; E. A. Moss, vice- 
president, Swift & Co., Chicago, IIL.; 
George A. Wrisley, vice-president, 
Allen B. Wrisley Co., Chicago, IIL; 
Russell H. Young, president, Da- 
vies-Young Soap Co., Dayton, 
Ohio; and the officers of the associ- 
ation. New directors elected were: 
J. O. Brownell, Lever Bros. Co., 
New York, N.Y.; Selden Humph- 
ries, president, Tennessee Soap 
Co., Memphis, Tenn.; A. G. Peck, 
president, Peck’s Products Co., St. 
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Too new to name... 


Just ask for a Norda Original 


Use the odor that will help you make your line a leader tomorrow 


Norda calls ita NORDA ORIG- 
INAL—you call it whatever you 
want. You name it—it’s your 
odor. 


The spicy, modern fragrance of 
every NORDA ORIGINAL has 
memorable, lasting bouquet. It 
has the distinguished difference 
you need. It’s the smell that will 
sell every product. 


Send for samples. Consider a 
NORDA ORIGINAL for your 
complete line ... perfumes, co- 
lognes and toilet waters, creams, 
lotions, deodorants, soaps, lip- 
sticks, and all the rest. 


Norda has always made good 
scents. Norda tries to know your 
needs. Try a NORDA ORIGI- 
NAL. Come to Norda today. 


NO KES 


GO NTS 


Nor da ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 


Chicago * Los Angeles + St. Paul «+ 


Montreal «+ Toronto °* 
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* Mexico City * London ~* 
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E. H. Little 


Former officers and officers of the 


Louis, Mo.; and E. J Sella, presi 
dent, Great Stuff Products Co., 
West New York ,N. J.; G. F. Ful 
ton of the Beach Soap Co. Lawe 
rence Mass. and Charles Luckman, 
ex-president of Lever Bros. Co. re 
tired as directors. 


Dermatitis Causes Lost Time 


George A. Wrisley, vice-presi 
dent of the Allen B. Wrisley Co. 
presided at the luncheon which 
followed and introduced Dr. Leon 
ard A. Scheele, surgeon general, 
U.S. Public Health Service. Der 
matitis, or skin eruptions, he said 
account for millions of wasted 
hours of workers’ productivity and 
are the leading cause of lost man- 
hours to industry, He emphasized 
that expenditure of state funds fon 
health service of employees in and 
out of the plant is a sound invest 
ment which carries — significant 
benefit to industry. 


World Shortage of Fats 


There is still a severe world 
shortage of fats and oils J]. C. A. 
Faure, director of purchases, Uni 
lever Ltd., London, England, re 
ported in his review of the foreign 
fats and oils outlook for 1950. 





J. L. Brenn 


& Essential Oil Review 








Howard Dock 


George A. Wrisley KE. M. Finehout 


Furthermore the lack of purchas- 
ing power throughout the world 
will restrict consumption levels of 
fats to below pre-war levels for a 
considerable time. 

Before the war all sources of 
supply throughout the world were 





]. C. A. Faure 


open to any country able and will 
ing to pay the price. Export pro 
hibitions were almost non-existent 
and there were no currency restric 
tions nor bilateral trade agree- 
ments. Today there are shortages 
ol dollars and other currencies 
Canadian dollars. Belgian and 
Swiss francs and Portugese escudos 
and even sterling and other soft 





> 
Russell Young 





Nils §. Dahl 


Imerican Assn. of Soap and Glycerine Producers. 


currencies are short in different 
parts of the world. And too there 
is centralized buying and selling by 
governments and bilateral trading. 
War time rationing systems still 
operate. Switzerland and Scandina- 
vian countries are back to pre war 
levels. Devaluation has had no ef- 
fect on sterling oils and fats. The 
dollar and hard currency countries 
have all the supplies of fats and 
oils that they require and there is 
no need for them to buy in the 
sterling area, where prices are 
higher. 


Domestic Supply Ample 


Supplies of fats and oils to meet 
all needs in the United States are 
ample according to a careful re- 
view by Charles Lund, chief of the 
Fats and Oils Section OIT, Dept. 
of Commerce. Month-end stocks of 
tallow and grease are at the 300 to 
350 million pound level. Last year 
1,380 million pounds of these went 
into the manufacture of soap. ‘Tal- 
low production is larger but it is 
meeting with the rapidly increas- 
ing competition of synthetic deter- 
gents in the soap field. Imports of 
copra and coconut oil in 1949 were 
about 700 million pounds, — oil 





FE. 1. Voss 


Some of the directors of the American Assn. of Soap and Gylceerine Producers who were re-elected at the recent annual meeting. 
g 
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B. F, Flynn 


E. J. Sella 


Selden Humphries 1. G. Peck 


Directors of the American Assn. of Soap and Glycerine Producers 


equivalent basis. Increasing _ re- 
ceipts have been accompanied by 
high consumption of this second 
most important soap ingredient. 
Prices also have declined. 


Synthetic Detergents 


As the annual production of 
synthetic detergents moves toward 
the billion pound figure, with the 
1949 volume estimated at about 
750,000,000 Ibs., it is evident that 
the alkyl aryl sulfonates have fat 
outstripped other products and 
can clearly be called) the work 
horse of the industry, A. B. Hers 
berger, manager of the Chemical 
Products Section of the Atlantic 
Refining Co. stated. 

Lower raw material costs and 
improved quality have been appai 
ent. Compounding with complex 
phosphates has been of major im- 
portance in overcoming a defi 
ciency in cotton detergency. I hese 
petroleum based products, he add- 
ed, have successfully answered 
the questions of availability, costs 
and quality. He felt that there will 
be suflicient supplies ol petroleum 
base products for future expansion 
and that keen competition will 
sure high quality and stable prices. 

Phe major growth in petroleum 
base detergents, he pointed out, 
has been in the dry household 
packaged products. There is evi- 
dence that a shift of emphasis may 
occur in the light duty field toward 
liquid cleansers and he forecasted 
that petroleum base detergents 
will be an important factor in this 
field because of their low cost and 
foaming characteristics. Improved 
products which include new physi- 
cal forms have made their presence 
felt in the industrial market and 
will continue to find new applica- 
tions. 

Dr. D. H. Terry, manager of the 
Technical Service Dept. Antara 
Products Div., General Aniline & 
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Film Corp. discussed the future of 
synthetic detergents and left no 
doubt that it is a bright one. Dr. 
W. C. Ault then discussed the 
progress of government research 
on animal fats. Dr. Ault is director 
ol the Fats and Oils Div. of the 
U.S. Dept. of Agriculture. 


Glycerine Division Meeting 


N. N. Dalton, the association 
glycerine consultant, presided at 
the Glycerine Division meeting 
and also reviewed the work of the 
past year and discussed the a 
look for the coming year. Dr. 
Miner, Jr., of Miner Research ah 
oratories, Chicago, Ill. outlined the 
1950 research program and = Clil- 
ford Snape of the G. M. Basford 
Co., New York, N.Y. discussed the 
1950 advertising and publicity pro- 
gram. 


Industrial Soap Division 


I. J. Wrocklage presided at the 
Industrial Soap Division meeting. 
Ira P. MacNair discussed in an in- 
teresting and informative way the 
“Industrial Application of Soaps 
and Detergents.” The other speak- 
ers were John W. McCutcheon, 
consulting chemist and Dr. Foster 
Dee Snell, technical consultant. 
Dr. McCutcheon felt that synthet- 
ics would be used in time to clean 
streets and sidewalks even in New 


York. 


Dr. Snell Carries Torch for Soap 


Dr. Snell emphasized the effec- 
tiveness of soap as compared with 
synthetics. At the ouiset he con- 
ceded that soap has no function 
as an industrial cleaner in acid so- 
lution. He also conceded that in 
water of 20-grain or more hardness 
it would be undesirable to use 
soap as an alternative to synthetic 
detergents although much is used 
in hard water and does a_ pretty 


gcod job. But if one looks at the 
water map of the United States 
one is struck by the softness of 
water where there are large popu- 
lations; and in the other areas 
there are water softeners for large 
industrial users. Industrially it is 
cheaper to supply softened water 
than to use synthetics and incident- 
ally that factor is spreading down 
into the household. So industrially 
unbuffered and soft waters are the 
rule. Then soap and synthetics 
have to compete. Soap is the su- 
perior detergent in soft water. 

lo bring out the effectiveness ol 
soap as compared with synthetics 
he cited experimental results. The 
data, applicable to either indus- 
trial or home use of soaps showed 
conclusively that soap retains its 
position of superiority as a ceter- 
gent’ molecule; it possesses the 
greatest surface activity. In appli- 
cation this carries over from wash- 
ing of cotton fabrics to all forms 
of general cleaning. 

Dr. Snell’s discussion was ex- 
ceedingly interesting and thought 
ful and will be reprinted in a later 
issue. Summarizing he held that 
soap will hold the industrial mar- 
ket because it possesses a more 
highly active surface structure in 
soft water than any synthetic now 
known and it is simpler to manu- 
facture and lower in cost than any 
synthetic either on a_ price per 
pound basis or on performance per 
dollar expended. “While synthetics 
may take 25 per cent of the retail 
market I do not believe that they 
can take 10 per cent of the indus- 
trial market that soap had 20 years 
ago. The place to sell a flashy 
gadget at an elevated price is to 
the gullible public, not to hard 
headed purchasing agents.” The 
meeting ended with a banquet at 
which Ambassador Carlos  P. 
Romulo, president of the United 
Nations General Assembly was 
speaker. 
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Hints for Improving Production 


An instrument revolution is changing methods of material handling, 


measurement and calculation 


fighting with wet water 


TPODAY, the scientific and in 

dustrial world is in a_ period 
that might be termed the Instru- 
ment Revolution—a minor revolu 
tion perhaps, but one that, like its 
parent the Industrial Revolution, 
comments /nstrument News, will 
mark an acceleration of pace in 
man’s material progress. The In 
strument Revolution implies a re¢ 
ognition that many of man’s prior 
functions of measurement, mate 
rial handling, or calculation can 
now be done faster, more accu 
rately, and automatically by an in 
strument, Or more simply stated, 
where the first thought used to be 
to hire a man for a job, it is now 
to buy an instrument for the job. 
Phe proof is all around us—the 
term, “Physicists’ War,” for World 
War II to imply automatic weapon 
control; the instrumentation that 
made possible the production ol 
the atom bomb, and represents the 
edge the United States has ove 
other countries in this field; the 
trends in research from man-in-the 
cupboard techniques toward re 
search teams focussed on_ results 
from a complicated apparatus; the 
tremendous increase in process 
control instrumentation; and the 
number of instrument companies 
that have started in the last few 
years, 


Not New but Vital 


We're hearing more and more 
this year about “Economy in Pro- 
duction,” or how to cut costs 
of processing and maintenance. 
Trade publications are devoting 
special issues to the idea. Some- 
times we wonder, says the president 
of E. F. Houghton & Co., just why 
the business press has suddenly 
discovered how urgent it is to cut 
manufacturing costs. Hasn't this al- 
ways been the aim of manufac- 
turers generally? There’s nothing 
new about it, except that with so 
many costs higher and incapable of 
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. . Infrared spectroscopy . 


being lowered, it becomes more 
and more necessary to find short 
cuts and new ways to do things. 
Those new ways may involve new 
processing materials, and by no 
means the lowest cost ones. Often 
it has been demonstrated that the 
cheapest may be the most costly to 
use because it doesn’t do a good 


job, 


Fight Fires with Wet Water 


Considerable interest has been 
aroused by the use of “wet” water 
for fire fighting. Fire chiefs and 
other individuals who have made 
use of this wet water for the pw 
pose of combating a variety of dil- 
ferent types of fire commend it ac- 
cording to the Houghton Line. 
I his so-called “wet” water is wate 
to which a wetting agent has been 
added to increase the spreading 
and penetrating properties of the 
water, According to the experience 
of men who have used wet water, 
there are a number of advantages 
over the use of plain water. Less 
water is needed to extinguish a 
fire, blazes in places difhcult to 
reach are quickly and effectively 
extinguished, re-ignition of a put- 
out fire is prevented and less wate 
damage occurs. It is today acknowl- 
cdged that in obstinate fires, such 
as occur in partitions and in other 
places difficult to reach, the wet 
water, due to its penetrating and 
spreading properties, reaches the 
fire and effectively puts it out. This 
certainly would be of great advan- 
tage in a plant where combustible 
materials are frequently stored, 


New Analytical Technique 


Infra-red spectroscopy is a rela- 
tively new analytical technique 
which has proved to be the means 
of saving hours of time previously 
spent on conventional chemical 
methods of analysis states Manu- 
facturing Chemist. Originally used 


. Real economy in production . . . Fire 


. Vew equipment 


in industry for quantitative and 
qualitative analysis chiefly by the 
major petroleum companies, infra- 
red spectroscopy has _ gradually 
been applied to an ever-increasing 
range of materials. The great vir- 
tue of the technique is that it can 
give speedy results in semi-skilled 
hands, thus releasing skilled chem- 
ists from the drudgery of routine 
chemical analysis. It will be appre- 
ciated, therefore, that the future of 
the technique is emphatically in 
the hands of the instrument mak- 
ers whose constant aim is to pro- 
duce spectrometers that are even 
more reliable and speedier in op- 
eration. 


Hydropulse Homogenizer 


The sensational hydropulse ac- 
tion of the Logeman homogenizer 
according to the C. W. Logeman 
Co. affords considerable savings in 
operation costs and time. The sim- 
plified and rugged design of the 
Logeman hydropulse floating  pis- 





Homogenizer to Reduce Costs. 


ton eliminates such parts as crank 
shafts, connecting rods and cross 
head guides used in other high 
pressure homogenizers, the com- 
pany states. Homogenizing parts 
are easily disassembled for cleaning 
and sterilizing. The entire mechan- 
ism is encased in a bath of oil. The 
hydraulic mechanism being com- 
pletely separated from pressure 
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head and submerged in oil at all 
times is capable, it is stated, of pul- 
ling a high vacuum which is 
transferred to the pressure head 
through the pulsator, ‘The homo- 
genizer primes itself when dry and 
purges all air quickly and automat- 
ically and when once primed it has 
greater suction lift as there is no 
possibility of air getting into the 
system along piston rods or pack- 
ing glands. The capacity is 50 gal. 
per hour. The motor is 34 to 114 
hp depending on pressure and ca- 
pacity desired. Manutacturers  in- 
terested in producing emulsions 
and solutions of more uniform, sta- 
ble and controllable viscosity are 
invited to write for complete de- 
tails and specifications. 


New Type Floor Mat 


A new type of floor mat con- 
structed of vinyl pli istic links 
woven on a rust resisting spring 
steel wire network is offered by the 





Non-skid floor mat. 


American Mat Corp. One side of 
each link is slightly corrugated to 
effect a non-slip surface even when 
the mat is used in shower rooms. 
An additional safety factor is pro- 
vided on the non-trip beveled nos- 
ing. The other side of the mat is 
ridged to afford a mat surface that 
effects good dirt removal. It is said 
to be non porous and non absorb- 
ent and can be used where oily 
conditions would ordinarily  de- 
stroy rubber mats. 


Semi-Automatic Cartoner 


The radically new, semi-auto- 
matic cartoner known as_ Jones 
CMV was conceived, according to 
the manufacturer, R. A. Jones & 
Co. Inc., and engineered to meet 
the need for a fully adjustable ma- 
chine capable of handling a revo- 
lutionary range of sizes of cartons 
ranging from a minimum of 1 oX3/4X 
214 in toa maximum of 31 (x314x8 
in. In operation the machine feeds a 
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folding carton (airplane or reverse 
tuck) from a magazine, opens it 
and tucks the bottom flaps. Held 
securely by the transport lugs and 





Constant motion vertical cartoner. 


guide rails the cartons are carried 
upright along the loading stations. 
Maximum speed, it is stated, can be 
quickly changed throughout’ a 
range of 25 to 120 cartons per 
minute. High operating efficiency 
is possible on a wide variety of 
loads, it is pointed out; one opera- 
tor being able to insert bottles, 
tubes or similar products at 100 
per minute. Where corrugated lin- 
ers, leaflets or other inserts are 
used, space is available for addi- 
tional operators. For products 
which are not manufactured in 
sufficient volume to justify fully au- 
tomatic machines, this machine at 
low cost, the makers add, almost 
completely mechanizes the load— 
ing operation and is especially use- 
ful for short runs of many sizes or 
where the nature of the load is 
such that fully automatic handling 
is not feasible. 


Industrial Work Gloves 


Plastic coated industrial work 
gloves impervious to most acids, 
oils, solvents and chemicals are of- 
fered by the Champion Glove Co. 


Carton Marker 


For oe on conveyed car- 
tons brand names, etc. as the car- 
tons pass on the conveyor, stitcher 
or sealer the Algene Marking 
Equipment Co. Inc. offers a con- 
veyor marker. It marks only once 
on each passing conveyor regard- 
less of size. Any copy—tri ide mark, 
brand name, shipping instructions, 
addresses, dates, etc—that can be 
set within the space limits of the 
printing surface 314x7 in. may be 
used. It prints in any color or com- 
bination of colors on both absorb- 
ent and non-absorbent sufaces and 
may be used in conjunction with 
a counter attachment. It marks on 


the top, bottom or sides and can 
be positioned to spot mark on any 
part of a container. 


Versatile Test Tube Rack 


A new design test tube rack 
which holds six tubes of varying 
sizes at a slight tilt so that they can 
be easily filled is offered by the 





Plastic test tube rack. 


Central Scientific Co. The rack is 
made of a phenolic plastic. Con- 
tents of the tubes are visible to the 
bottom and an inverted tube rests 
in the novel pocket uncontami- 
nated by inside contact ~— a pin 
or peg. The racks are 814 in. long 
by 234 in. wide and high. 





Processing Literature 


Automatic compensation for 
pressure or temperature variations 
or both may be achieved in flow 
measurement of liquids or other 
fluids with the Gagan Compen- 
sated Ring-balance Meters accord- 
ing to a new illustrated bulletin is- 
sued by the Hagan Corp. A sche- 
matic diagram shows how a cor- 
rected record is automatically and 
continuously produced with the 
chart also showing uncorrected 
flow. 


Tank level and manometer de- 
terminations are determined more 
efficiently by the Levlocator accord- 
ing to the manufacturer, the Asche 
Equipment Co. which has issued 
two bulletins describing what the 
Levlocator is, how it works and 
how it is applied, as well as giving 
other relevant information. <Ac- 
cording to the makers the instru- 
ment is not a recombination of pre- 
vious models but is an entirely new 
device operating on new principles. 
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Display Rack for New Spray Deodorant 


Cutex and Odorono, produced 
by Northam Warren Corp., Stam 
ford, Conn., will be the subjects of 
extensive advertising Campaigns in 
women’s magazines and newspa- 
pers during 1950. Both germ 
will be advertised in the Ladies’ 
Home Journal, Seventeen, and the 
Fawcett, Dell and ‘True Story 
Women’s groups. Also included are 
This Week and the New York 
Sunday News Magazine. The com- 
pany will also launch its new 
Odorono Spray Deodorant in the 
resort areas with heavy local news- 
paper campaigns. 


February and March promotion 
by Yardley is a box containing 
three cakes of “English Lavender” 
soap and a sample bottle of “Eng- 
lish Lavender” toilet water. The 
package will retail for $1.35, 


The label design by Owens II- 
linois Glass Co., is a feature of the 
package for Lalon hand lotion put 
out of the newly formed Lalon 
Corp., Clarksburgh, W. Va. 
Headed by pharmacist Charles \ 
Selby of the Selby Drug Co. in 
Cc larksburgh, the company distrib- 
utes its lotion in West Virginia 
and by mail order. 


Lady Esther, Inc., Chicago, will 
expand its promotion of Lady Es- 
ther Creme makeup as protection 
against smog to 21 smog-ridden 
cities this spring. Full page ads in 
this campaign are now running in 
Los Angeles papers. 


Primrose House, New York, will 
offer its Chiffon Cleansing Cream 
in a 7 oz. jar with a 6 oz. bottle of 
Primrose House Skin Freshener for 
$1.50 during March. The regular 
price for these items when bought 
together is $3.00. 
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New Packaging and Promotions 


Valentine Greetings card by 
Lentheric, New York, is a_ pale 
blue card with a crimson heart to 
which is tied a dram _ bottle ol 
“Tweed” or “Repartee” perfume. 
Ihe card sells for $2.00 and $2.50 
and comes in a box ready for mail- 
ing. 


1 new bath case lor traveling use 
or for at-home use is made of flexible 
blue quilted plastic, lined in red, 
that packs flat, hangs by a loop, and 
is completely waterproof, It contains 
flexible plastic bottles and soap dish, 
and has deep pockets for shower cap, 
wash cloth, and razor; tabs for tooth- 
brush, toothpaste and deodorant. 
Manulactured by the Simmons Kit 
Co., it retails for about $5.00. 


Moustache, in a cut glass bottle 
is a new extract offered for men by 
Marcel Rochas, New York, N.Y. 
The toilet water comes in a larger 
version of the same bottle, in a 
gray corduroy case for traveling. 
The extract sells for $30 for the 
11% oz. bottle and the toilet water 
comes in three sizes from $8 to $20. 


Tussy Cosmetiques new “Mid- 
night” and “Midnight Pink” line 
is packaged in blue foil and black 
plastic with hot-dye stamped gold 
lettering. Produced by Lehn Fink 
Products Corp., Bloomfield, N.J. 
the line consists of lipstick, com- 
pact and cream rouge, perfume, 
dusting powder, cologne and mas- 
cara. Each of the items retails for 
$1.00. 


Tripsticks are the newest prod- 
ucts of Harriet Hubbard Ayer Inc., 
New York. The “Tripstick Trio” 
consists of stick rouge, foundation 
stick, and lipstick. The three cos- 
metics are packaged in_ lipstick 
cases and sell for $3.00 in a small 
silk faille case. 


Perfume blotters as well as 
statement enclosures and counter 
cards are being used by Shulton, 
Inc. for its third annual promo- 
tion of a sample size bottle of De- 
sert Flower Perfume packaged 
with the 31402. bottle of “Desert 
Flower” toilet water. The package 
will retail for $1.25, which is the 
same as the cost of the toilet water 
alone. 


Flower of the Month tragrance 
introduced by Gourielli, New 


York, is packaged in vase shaped 
bottles enclosed in distinctive gold 
embossed white picture frame con- 





Flower of the Month Package 


tainers covered with a lift-up flap 
which reveals the label of the bot- 
tle. Enclosed in the container is an 
appropriate poem for each fra- 
grance. These packages will retail 
for $2.00 for a two oz. bottle. Also 
available are combination — pack- 
ages containing six one dram bot- 
tles for $1.75 


Perfumes at S100 per ounce need 
a new method of presentation ac- 
cording to Wolff Freres, New York 
and Paris, makers of Crisance 
which sells at this price. A 12 
page brochure with a four color 
cover is being distributed to deal- 
ers for counter use. ‘The booklet 
“Some Sense about Scents” has 
been written from an educational 
standpoint and gives advice-on the 
selection of perfume and its proper 
use. 

A new perfume “Fleur de Feu” 
has just been introduced by Guer- 
lain, Inc. New York, N.Y. It is 
packed in a grey suede chest tooled 
in gold and the bottle is a tall fluted 
column of glass tapering from a firm 
base to a gracefully slender throat. 
It is sold in three sizes, the smallest 
2/3 oz. to retail at the modest price 
of $14 plus tax. 


Mani-Kit is the latest Chen Yu 
promotion package. The _ red- 
green-and-black box holds bottles 
of nail polish, polish remover, and 
cuticle remover as well as two 
emery boards and an orange stick. 
Phe kit will retail for $1.00. 
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New Products and Developments 


Hydrophilic Beeswax Derivatives 


Hydrophilic beeswax derivatives 
which make possible neutral cold 
creams without soap have been 
developed by the Atlas Powder 
Co., Wilmington, Del, Creams pro- 
duced with the new non-ionic de- 
rivatives, the company points out, 
are not only neutral, as compared 
with the fairly high alkalinity of 
most commercial creams but also 
liquely well on the skin, Moreovet 
it is stated that the beeswax deriva 
tive creams are soft in consistency 
and “peak” well. Excellent results, 
it is added, are achieved with 
water content as high as 30° pe 
cent to 50 per cent and stability is 
said to be equal to that of most 
popular creams. Seven principal 
derivatives in a_ series are an 
nounced. While all are hydro 
philic, three are more on the lipo 
philic side. Chemically they are a 
combination of polyoxyethylene 
sorbitol and beeswax and resemble 
beeswax in color, odor and tex 
ture. All are surface active and act 
as emulsifiers or co-emulsifiers in 
the preparation of various cosmet 
ics. Formulas for cold creams em 
ploying the new derivatives will be 
sent on request. 


Low Cost Adhesive 


For labeling glass bottles and 
jars Evertite adhesive produced 
from tapioca starch which ts said 
to be unusually short fibered, 
breaking clean without feathering 
or stringing, is offered by Swilt & 
Co. Because of its clean machining 
qualities it may be run continu 
ously without building up on the 
labeling machine it’ is reported. 
Further it is said to be fast setting 
enough when a thin film is applied 
to overcome the tendency ol labels 
to slip during hich speed packing 
operatrons. 


Trade Literature 


{/l sales and service activities re 
lating to Eastman organic chemi 
cals have been handled by the 
Eastman Organic Chemicals Dept. 
of Distillation Products Industries 
a division of the Eastman Kodak 
Co. since January |, according to a 
leaflet distributed by the company 
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1 chart for rating packages is a 
booklet issued by Margulies, Inc. 
to provide a means of measuring 
merchandising, advertising and 
physical efliciency factors of a 
package. It is especially intended 
for use on packages in over the 
counter sales. A simple point sys- 
tem for rating the package on 10 
counts from appearance through 
legal protection 1s suggested. Ques- 
tions are asked, which when an- 
swered with respect to each pack- 
age make it possible to total up the 
final score to give a manulacturer 
a fairly good idea of the job the 
particular package is doing. 


Book Reviews 


PATENT TACTICS AND LAW 
Roger Sherman Hoar, M. A. L. 
L. B. Third edition, new and 
completely revised, 6 x 9 in., 


352 pages, cloth covers. Ronald 
Press Co. 1950. Price $7. 


This carefully compiled and 
most useful book was completely 
revised to meet the revolutionary 
changes that have taken place in 
patent law since the 1949 Rules of 
Practice of the Patent Office were 
revised, renumbered and rewrit- 
ten. Moreover the new official 
Manual of Patent Examining 
Procedure renders obsolete practi- 
cally all former citations to Com- 
missioner’s Orders and Notices, 
makes changes in procedure and 
even alters substantive law. This 
work has been brought into con- 
lormity with the manual. Numet 
ous case citations have been added 
to the footnotes covering impor 
tant recent Cases. 

Phe book is intended primarily 
lor business executives, engineers 
and inventors; for any company 
whose chief executives undei 
stand Patent Othce procedure and 
are skilled in presenting an appli 
cation has a definite advantage 
over a competitor who must de 
pend entirely upon an = attorney. 
Patent trained executives unde 
stand references cited by the Ex 
aminer end so are equipped to 
point cut the novelty of the inven 
tion and the merits of the case and 
can be of much help to the atorney 
in protecting their interests. The 


new material includes changes in 
the handling of appeals in the Pat- 
ent Office and the important limi- 
tations upon the federal income 
tax rate on patent royalties of in- 
dividuals and corporations. 

Chapter headings are: What is 
a Patent?, The Business Aspect of 
Patents, What is Patentable?, An- 
ticipation and Domination, Who 
is Entitled to a Patent?, Prelimi- 
nary Protection, Drafting the Ap- 
plication, Fighting It Out, Miscel- 
laneous Considerations of Prosecu- 
tion, Interferences, Appeals, Pro- 
tecting a Patent, Conflicting 
Rights, Infringements, Searches, 
Foreign Patents, Choice of An At- 
torney, Organizing a Patent De- 
partment, Interpretation and Val- 
idity, Legal Papers and Forms fon 
Patent Contracts. 


PHARMACEUTICAL SELLING, 
DETAILING AND SALES 
PRAINING. Arthur F. Peter- 
son. Cloth covers, 9x6 In., 374 
pages, 35 illustrations. McGraw- 
Hill Book Co. 1949. Price $4.50 


Proved methods and best  prac- 
tices in marketing pharmaceutical 
products to help salesmen bring in 
more orders and more ably meet 
the professional selling standards 
associated with the industry con- 
stitute the basic material in this 
highly practical book. The author 
shows what should be done to 
build sales and then explains how 
to do it. 

Step by step organization, of a 
territory, the preparation of sales 
and detail presentations, how to 
get interviews and dealer coopera 
tion and numerous other things 
that lead to more eflective saies 
work are discussed in a practical 
way by the author who has had 
years of experience in this field. 
Numerous helptul pointers on vat 
ious phases of selling are given. It 
shows how to detail successfully. 
\ll told it helps to ensure a more 
thorough, systematic and sales pro- 
ducing approach to the drug trade, 
hospitals, clinics and medical pro 
fession. The book contains 16 
chapters and a complete index fa 
cilitates the location of almost any 
point in the whole gamut of sales 
menship in this field. 
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stchievement 


Volume Ill of THE ESSENTIAL 
OILS, just from the publisher 


—brings you the third in a Ont 


series of volumes that at last 
brings the entire subject of 
essential oils, synthetics, and 
isolates up-to-date 


Depending not only on his own experience of many years’ 
work in essential oil-producing areas the world over, the au- 
thor has integrated results of field work, laboratory, and litera- 
ture. Dr. Guenther and his colleagues offer you this up-to-date, 


all inclusive work. 


This new third volume begins a group on individual oils. 
Pheir botanical and geographical origin and methods of cultiva- 
tion are discussed fully. ‘Techniques of distillation and yield of 
oil, their physicochemical properties, chemical composition, 
total production, and uses in industry—abundant information 
you certainly need is arranged in up-to-date order. 

The individual oils are grouped within the families to which 
their aromatic plants belong. But the sequence of plant families 
follow no botanical system . you get them in order of im- 
portance, first place being given those families producing es- 
sential oils technically and commercially most important. 

This volume is the first of the monograph series, describing 
the oils of the plant families Rutaceae (with special emphasis 


on the very important citrus oils) and Ladiatae. In a later vol- 


@®eeeeeeeeeeseeeesese ®e 

e MOORE PUBLISHING CO., Book Department, 9 East 38th Street 
New York 16, N.Y. 

@ Please send me copies of Ernest Guenther's THE ESSENTIAL OILS, 
Volume lil. 

@ Check (or money order) for $10.00 enclosed. 

PD ..6t visas dence dueeds saeee sane RE ae 
Address Company 

e 
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TAT 
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Vice President and Technical Director of 
Fritzsche Brothers, Inc., New York, N.Y. WITH 
COLLABORATION OF LEADING EXPERTS. 
Volume III Ready For Your Library. 


$10.00 POSTPAID 


ume, a table will classify oils according to modern botanical 
system. 

The last hundred years have seen literature of confusing 
nature on the subject. Some was downright contradictory. In 
this work of practical scope, unimportant oils are omitted. 
Only oils of technical importance, those actually used, those 
offering commercial possibilities, and those that incite particu- 
lar scientific interest are included. These are described from 
every angle—on good authority, omitting futile discussion on 
countless experimental oils of questionable nature. 

Voluminous literature on the subject, representing research 
by hundreds of prominent scientists, has been carefully screened 
and edited. Data that might appear dubious is excluded. (Some 
could-be potential original findings are cited with reserve as 
questionable. ) 

You'll want Volume III of this important series, It will take 
high place in your working reference list. Well indexed, it 
permits ready reference. You get classified facts found nowhere 


else. Hlustrated, 777 pages. Priced at $10.00 postpaid. 
pag post} 


Get your order iu the 
matl right away! 


USE THIS COUPON TODAY 





FOR QUICK DELIVERY 
OF THIS IMPORTANT BOOK 


The American Perfumer 





cc CC TN eT 


a 





ee 


——_— 





ORMER Congressman Sam- 

uel B. Pettingill of Indiana is 
the author of a pamphlet issued by 
The Fighters for Freedom, an or- 
ganization which is a division of 
the Committee for Constitutional 
Government, Inc. In passing it 
may be wise to note that the head 
quarters are at 205 East 42nd 
Street, New York. The informa- 
tion is given because you may 
want to know alter you read this 
article, 

Mr. Pettingill’s pamphlet — is 
called “The Grand Strategy ol 
Freedom.” It seems a logical sup- 
plement to John IT. Flynn's recent 
book “The Road Ahead“. The 
Fighters for Freedom, incidentally, 
supply the Flynn book for prices 
ranging as low as 50¢ per copy. 
They supply the Pettingill broad- 
side for nothing. The Pettingill 
pamphlet carries on from the place 
where Flynn's book leaves off. 
Flynn gives us the most logical and 
convincing exposition of the creep- 
ing revolution which is overtaking 
this country, and Mr. Pettingill 
supplies the clearest, most incisive 
and condensed presentation of the 
remedy by which it may be 
stopped. 

The Pettingill pamphlet, among 
other things, cites that the Federal 
Government, aside from fixing 
wages, pensions, prices, profits, in- 
terest rates and = dividends, is 
heavily involved in the insurance 
business, operates scores of hospi 
tals, employs almost countless doc 
tors, dentists, occulists and sw 
geons. He shows further that it has 
metal smelters, sugar refineries and 
is on the verge of building steel 
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plants. It has buried thousands 
upon thousands of eggs under- 
ground, and has vast stores of pea- 
nuts, wheat, cotton, beans, turpen- 
tine, turkeys and wool. It is in the 
banking business, it owns at least 
two railroads, a number of barge 
lines, merchant marine ships and 
it has control of race tracks which 
it either has financed or owned in 
the same manner as it is the con- 
trolling backer of soda fountains, 
barber shops, beauty parlors and 
shops which exclusively sell cos- 
metics, perfumes and toiletries. 

All this, of course, is deeply in- 
teresting to readers of the Ameri- 
can Perfumer. It is doubtful 
whether most of them realize the 
extent to which the financing of 
businesses in their own category is 
directly controlled through the nu- 
merous agencies, as well as finan- 
cial institutions, of the Federal 
Government. This reporter set out 
to discover who had jurisdiction 
over some of the beauty shops, bar- 
ber shops, cosmetic and perfume 
distribution shops and other sales 
distribution units of interest to the 
Imerican Perfumer. It rapidly be- 
came evident that the subject is so 
involved, and the controlling agen 
cies sO numerous, that it would 
take a month or more of expert re- 
search to really get full details 
about it. 


How Government Got Into 
Cosmetics 


Phe complexity and difhiculty is 
not only the result of the intricate 
manner in which Government op- 
erates and piles one adventure 
upon another, but also because 
there is considerable deliberate 
purpose in creating the difhculty 
in order to make clear understand- 
ing almost impossible. It has long 
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been known that the Defense Serv- 
ices maintain various types of re- 
tail shops which sell all types of 
cosmetics, perfumes and toiletries. 
During the last war these distribut- 
ing units were largely augmented 
because, in addition to the wives 
and other feminine relatives of the 
men in the services, there were 
added the WACS, the WAVES, the 
SPARS, the MARINES and the 
thousands of nurses attached to 
the different branches of the Serv- 
ices. All these naturally required 
this kind of merchandise. 

It is not generally known, how- 
ever, that considerable quantities 
of the wares are procured through 
the Department of the Interior. It 
will be recalled this Branch of the 
Government controls the Alaskan 
Railway and other railway opera- 
tions. Incidental to these opera- 
tions, it has hotels and controls 
small communities in which it 
either owns the shops or finances 
the shops or contracts for the serv- 
ices of the shops, and in every in- 
stance has a rigid mastery over 
what the shops may sell. It is ob- 
vious that these services include 
beauty shops and all that goes 
with the beauty shops. The De- 
partment of the Interior also out- 
right dominates towns such as 
Boulder City, the municipal head- 
quarters for Boulder Dam. Places 
like Boulder City are autocrati- 
cally under the control of a Fed- 
eral head, and whatever happens 
in such towns, be it social, political 
or economic, is under the complete 
control of the Federal master. It is 
obvious, therefore, that anything 
that involves cosmetics, perfumes 
or toiletries must channel through 
the Federal Government. 

Procurement of civil supplies 
presumably comes under the su- 
pervision of the Federal Supply 
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Service which is part of the Gen- 


eral Services Administration. The 
Federal Supply Service Inquiry Of- 
fice, headed by . = Moyer, Room 
7282, 7th and ‘ Streets, S. W., 
Washington 95. De. telephone 
District 5700, Extension 697, pre- 
sumably would be the agency to 
purchase the merchandise of inter 
est to the readers of the asain 
Perfumer. Inquiry revealed, how- 
ever, that Mr. Moyer had never en- 
countered — this problem. It was 
found that this type of procure- 
ment would probably go through 
Stanley W. Crosthwait in the Bu- 
reau of Reclamation § here in 
Washington; or through W. B. 
Ihlanfeldt at 2400 4th Avenue 
South, Seattle, Washington. 

There are many privately operated 
stores and seryice shops in a com- 
munity such as Oak Ridge, all of 
which are permitted to exist by 
sufferance of the Commission and 
which are usually under contract 
to the Commission. In many in- 
stances these shops, and service 
units, are undoubtedly financed 
by the Federal Fiscal Agencies. It 
is Clear, naturally, that the Federal 
Government, the referee has a 
double and triple grip on such pri- 
vately-owned — businesses. Similar 
operations are conducted at places 
like Richland, Wash., which has a 
population of approximately 20,- 
000; and at Los Alamos, N.M.; 
which has a population of 9000. 
Exploration of the activities of the 
Department of Agriculture and 
the Department of Commerce will 
undoubtedly reveal similar situa- 
tions. Agriculture has developed 
multiplicity of activities which of- 
ten involve the prov ision of every 
commodity and service which sup- 
ports the life of the community. 
The Department of Commerce op- 
erates the most extensive barge 
lines in the United States, prob- 
ably the largest facility of the kind 
in the world. This includes small 
river communities entirely under 
the control of the Federal Govern- 
ment. Much of the merchandise dis- 
tributed by the Federal Govern- 
ment probably seeps into the United 
States from abroad as a concom- 
mitant of the operation of the Eco- 
nomic Cooperation Adiministra- 
tion in relation to its work in 
Europe and elsewhere. 


Cacao and Pepper Exports 


Trinidad exported 12,626,664 
pounds of cacao last year. The 
United States received 6,602,950 
pounds. The Office of Interna- 
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tional ‘Trade reports that you can 
get large quantities of industrial 
castor oil as well as almonds from 
‘Trinidad. Indonesia exported over 
50,000 pounds of white pepper. It 
brought out 4,500,000 pounds of 
black pepper in the first eight 
months of the year. World short- 
ages have raised the price of black 
pepper in Indonesia to the equiva- 
lent of $2.98 a pound while white 
pepper brings $4.18 a pound. 


Labor Standards Act 

Labor Secretary ‘Tobin has an- 
nounced that enforcement under 
the Fair Labor Standards Act (the 
Federal Wage and Hour Law) will 
consider that an employee who is 
paid a regular monthly salary 
$130, or a semi-monthly salary of 
$65 for work weeks of not more 
than 40 hours of work is being 
paid the equivalent of $30 for a 
10 hour week and is therefore paid 
in accordance with the minimum 
of 75¢ an hour wage requirements. 


Business Booming in West 


In a report by Secretary of Com- 
merce Sawyer to the President 
which is the result of 15,000 miles 
of travel and conferences with 
3000 businessmen, and 1000 labor 
leaders and public officials, he 
points out that New England is the 
section most particularly hard hit 
by the spring and summer business 
declines. He says that unemploy- 
ment is still substantial and busi- 
ness has not regained its peak. On 
the other hand, he found the 
Southwest extremely prosperous in 
agriculture, aircraft building, de- 
velopment of chemicals, primary 
metals and metal fabrications. He 
says the number of business estab- 
lishments and the business volume 
in the retail and service fields have 
grown tremendously. ‘Texas is re- 
ported to be the hub of the de- 
velopment. Mr. Sawyer says that 
the most prosperous of all areas he 
visited was that which produced 
grain and livestock in Western 
Missouri, Towa, Kansas and Ne- 
braska. He found that finance, 
transportation, retail and whole- 
sale trade were operating at a 
pace never before experienced un- 
der normal peacetime conditions. 
‘There was absolutely no unem- 
ployment. He found unemploy- 
ment had run far below national 
levels in Colorado, Idaho, Mon- 
tana and Wyoming. Conditions 
were unusually favorable i in banks, 
utilities and construction; and it 





was expected that retail  saies 
would be greater in 1949 than they 
were in 1948. The Pacific Coast 
states were continuing to expand, 
particularly in California, Oregon 
and Washington, each of which 
have had a tremendous growth of 
population. Mr. Sawyer is con- 
vinced the current difficulties out 
there are rooted in population 
changes. Unemployment in Cali- 
fornia has been far above national 
levels while in Washington State 
and in Oregon it was more like the 
national picture. All the Western 
States want more industries; and 
they want water and power. Mr. 
Sawyer thinks the Pacific Coast 
states have a very wonderful fu- 
ture. 


Essential Oils from Japan 


The Department of Commerce 
reports, during the first seven 
months of 1949, we received from 
Japan 1520 kilograms of rosemary 
oil; and unspecified essential oils 
to the extent of 2 metric tons. ‘The 
total value of the imports was $3,- 
876.00. In France they had a 
drought last summer which forced 
the essential oil industry to make 
a deep cut in production of essen- 
tial oils. Demand has declined and 
the industry is up against it. The 
French essential oil industry has 
been unable to recapture its pre- 
war market in Spain, Argentina 
and Brazil. Formosa sent us 26,810 
kilograms of essential oils, essences, 
and constituents of synthetic per- 
fumes. The Department of Com- 
merce tells us that the devalued 
rupee again places gum karaya in 
reach of Americans. There was a 
period when we imported about 
$2,000,000 worth annually. Interest 
dropped in 1949 when the gum 
was found to be contaminated, It 
was condemned by the U.S. Food 
and Drug administration. ‘The 
price was regarded as_ preposter- 
ously high. The devaluation low- 
ered the price so that it is 25 per 
cent below prevaluation prices. By 
far the greatest part of the gum 
now comes to us. It is procured 
from a tree, sterculis ureas, which 
grows at an elevation of 1000 to 
3000 feet. The trees grow in cen- 
tral India on mountain slopes. 
They grow wild on poor rocky soil 
and need little rain. Much is 
grown in Government _ forests. 
‘These areas are leased to local bid- 
ders who employ part-time workers 
to get out the stuff. The gum is 
sold only to Bombay merchants, 
delivered in large quantities in 
various colors. 
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THE ROUND TABLE — 


Unilever Directors to 
Manage Lever Bros. 


Following the resignation — of 
Charles Luckman on Jan. 18, Sir 
Geoffrey Heyworth, chairman. of 
Lever Bros. and Unilever, Ltd., 
Great Britain, and Paul Rykens, 
chairman of the Dutch parent com- 
pany, Lever Bros. and Unilever 
N.V. announced that the company 
will be managed by Arthur N. Har- 
tog, J. L. Heyworth and F. D. Mor- 
rell. The three men are directors 
of Unilever in England who are on 
loan to the American company 
pending the appointment of a new 
president. 


Sales Policies Seen As 
Factor in Luckman Resignation 


Sales policies of Charles Luck- 
man, $300,000 a year president olf 
Lever Brothers, New York, are 
considered to be one factor in his 
resignation on Jan. 18 of this year. 
Although Sir Geoffrey Heyworth, 
chairman of Lever Bros. and Uni- 
lever, Ltd., and Paul Rykens, 
chairman of the Dutch parent 
company would say only that the 
resignation was caused by “a_ basic 
policy disagreement, Mr. Luckman 
reduced the company ’s sales force 
by one-third in 1947 and dis 
charged a third of the company’s 
top executive in the recent move 
from Cambridge, Mass. to New 
York. Moreover, almost none of 
the less important workers were 
transferred. 

In the post-war years Lever Bros. 
advertising budget has risen from 
10 million dollars in 1946 to more 
than 16 million in 1949, while 
Lever Bros. sales have dropped 6 
per cent as compared to an overall 
rise of 4 per cent for the rest of the 
industry. Lever’s Rayve home per- 
manent has not been selling as 
well as other home permanents, in 
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spite of heavy promotion. The 
purchase of Rayve, as well as Har- 
riet Hubbard Ayer and Jelke mar- 
garine is considered by some to 
have been an unwise policy, 

Mr. Luckman was born in Kan- 
sas City, Mo., and was graduated 
from the University of Illinois in 
1931 with a degree in architecture. 
He began as a salesman for Col- 
gate-Palmolive-Peet Co. and so 
became divisional manager for the 
firm. In 1935 he joined the Pepso- 
dent Co. as sales manager and be- 
came president in 1943. When 
Lever Bros. bought Pepsodent in 
1944 Mr. Luckman was named ex- 
ecutive vice-president and soon 
was appointed president. 


W arner-Hudnut Now One of 
Largest Concerns in World 
All of the subsidiaries of William 


R. Warner & Co. and the Richard 
Hudnut Co. have been realigned 
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into a newly formed corporation, 
Warner-Hudnut, Inc. making it one 
of the largest single concerns in its 
field in the world. 

Officers of Warner-Hudnut Inc. 
are: president, Elmer H. Bobst; vice 
president, Robert J. Davis. Charles 
A. Pennock, director and president 
of the Richard Hudnut Sales Co. 
was reelected. 


Ihe tour separate divisions of 
Warner-Hudnut Inc. are William R. 
Warner, pharmaceutical specialists; 
Richard Hudnut, cosmetics; Stand- 
ard Laboratories, proprietary medi- 
cines and toiletries; and the Foreign 
Division. The Foreign Division 
handles the products of all three do- 
mestic divisions through 70 agencies 
throughout the world and controls 
its solely owned subsidiaries with 
complete manufacturing facilities in 
18 foreign countries. 

The following officers of Warner- 
Hudnut have been confirmed in 
their positions: Leslie A. Klein, sec- 
retary-treasurer and director; D. 
Arthur Walker, vice president, di- 
rector and Foreign Division man- 
ager; B. Salkover, vice president in 
charge of St. Louis plant; Dr. H. M. 
Wuest, vice president and director; 
Mathew G. Herold, general counsel; 
Henry R. Herold, vice president, 
a ific Coast Division; and Gustavus 

. Pfeiffer, director. 


George Tombak New President 
of Society of Perfumers 


George |. Tombak, E. I. du Pont 
de Nemours & Co. has been elected 
president of the American Society 
of Perfumers, Inc. Other officers elec- 
ted at the January 18 meeting were: 
vice president, Waldo Reis, van 
Ameringen—Haebler Inc.; Secre- 
tary, William H. Barlow, Orbis Pro- 
ducts Corp.; treasurer, R. B. Houk, 
Dodge & Olcott Inc. and a director 
for a three year term, Jacques A. 
Masson, Ph. Chaleyer, Inc. Dr. Olga 
N. Jitkow, Verley Chemical Co. pre- 
sented inform: ally, after the business 
session, observations on her recent 
European trip. 


Toni Co. Fifth General Sales 
Convention was International 


An international note was inject- 
ed into the fifth general sales con- 
vention of the Toni Co. in Chicago 
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the first week of this month. Mem- 
bers of the Canadian sales force 
joined with the domestic force for a 
four day discussion of sales plans. 
Bernard Gould, sales director, pre- 
sided. Joseph I. Stampleman in 
charge of ‘Toni operations in Can- 
ada headed the delegation. Ad- 
dresses were made by R. N. W. Har- 
ris, president of the Toni Co., Boone 
Gross, vice president of sales for Gil- 
lette and Carl J. Gilbert, treasurer 
of the Gillette Safety Razor Co. 


Schwartzman Forms Calumet 
Mfg. Co.—taking over Broder 


Samuel Schwartzman has _ pur- 
chased the molds, tools, dies and 
equipment of Broder ndustries Inc. 
and has organized Calumet Manu- 
facturing Co. at 565 Fifth Ave., New 
York, N. Y. for the manufacture of 
metal lipstick containers and _ spe- 
cialties, plastic cream jars and cos- 
metic containers. 


Remensynder New President of 
Heyden Chemical Corp. 


John Paul Remensnyder has 
been elected president of the Hey- 
den Chemical Corp. to succeed the 
late Bernard R. Armour. Mr. 





]. P. Remensnyder 


Remensnyder has been associated 
with the company since 1920. In 
1944 he was elected a director and 
vice-president of the company and 
has been in charge of sales. 

Among his numerous activities 
Mr. Remensnyder is a governor of 
the Synthetic Organic Chemical 
Manufacturers Assn. and treasurer 
and a governor of the Drug & 
Chemical Club. He is a past direc- 
tor of the New York Board of 
trade. 

The board of directors of the 
Heyden Chemical Co. has decided 
to continue the Management Com- 
mittee which was appointed De- 
cember 9 after the death of Mr. 
Armour. In addition to Mr. Rem- 
ensnyder this committee consists of 
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R. Lulek and S. Askin, both vice- 
presidents and directors of the 
company and P. van der Stricht 
the secretary and a director of the 
company. 


Cosmetic Credit Men 
Enjoy Gala Winter Party 

The informal gayety which 
marks the annual Winter parties of 
the Drug, Cosmetic and Chemical 
Credit Men’s Assn. was again in 
evidence on the evening of January 
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Louis Candee Presents Wallet to Nat Otte 


27 when members and their guests 
gathered at the Hotel Martinique, 
New York, N.Y. 

Following an informal cocktail 
party a sumptuous banquet was 
served after which dancing was en- 
joyed. Music was furnished by the 
orchestra which in past years has 
proved to be so popular and the 
petite accordian player was also 
present to add to the festivities. Ar- 
thur Mathews added much to the 
entertainment with his solos. 


J. H. Alexander presents a gift to Mr. Noble 
in behalf of the group. 


At the conclusion of the banquet 
Chairman John H. Alexander on 
behalf of the members, presented 
an attractive suitcase to retiring 





chairman Charles F. J. Noble. 
Louis Candee, one of the pioneer 
members of the group, then pre- 
sented a leather wallet on behalf 
of the association to Nat Otte, the 
popular group secretary, in recog- 
nition of his untiring services to 
the group since it was founded and 
his skill as an executive. 


Institute Shows Change in 
Family Spending Habits 


The Research Institute of 
America has warned its executive 
members that overspending by 
families has been increasing. The 
current report of the Institute 
states that purchasing by the lower 
income groups will probably de- 
crease as these groups now tend to 
live within their earnings. Accord- 
ing to the report, the upper and 
middle income groups will con- 
tinue to be good markets as they 
tend to spend and even go into 
debt to maintain their living 
standards. The report states that 
these groups accounted for 69 per 
cent of all consumer durable goods 
sales in 1948 and that with the de- 
creased demand backlog for hard 
goods soft goods manufacturers 
will get a bigger share from these 
families. 


Stantons Sell Stock Interest 
in Stanton Laboratories, Inc. 


Michael Stanton, president and 
Mrs. Bettie Stanton, secretary and 
treasurer of Stanton Laboratories, 
Inc., Philadelphia, Pa. have sold 
their entire stock interests in the 
company to Jerome Kline. Mrs. 
Stanton will remain with the com- 
pany until March | in a sales ca- 
pacity and Mr. Stanton will con- 
tinue with the company. Mrs. Stan- 
ton expects to take up work in an 
allied industry in the near future. 


Paris Trade Fair To 
Be Held May 13-19 


The well known Paris ‘Trade 
Fair will be held this year from 
May 13 to May 29. Featuring 
French products, the Fair will pro- 
vide American businessmen with 
an opportunity to inspect French 
goods and a chance to order them 
directly rather than having to rely 
on cati rlogs for information. 


Guerlain Increases Imports 
of Toilet Soap 

Guerlain, Inc., New York, has 
announced that it will again mar- 
ket its Fleur des Alpes and Jasmin 
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soaps. These products have been 
unavailable since the war, when 
Guerlain’s Paris factory was des- 
troyed by bombs. After the war 
Guerlain set up a factory in Eng- 
land to produce toilet soap, but 
concentrated on the Iris and Gera- 
nium fragrances. Also announced 
was a reduction in price of the 
Guerlain toilet soap line due to de- 
valuation of the English pound. 


Scientific Section of 


T.G.A. to Meet May 18 


The next meeting of the Scien- 
tific Section of the Toilet Goods 
Assn. will be held May 18 at the 
Waldorf-Astoria Hotel, New York, 
N.Y. 


T.G.A,. Convention Committee 
Announced by Karl Voss 


Karl Voss, of Karl Voss Corp., 
chairman of the Convention Com- 
mittee of the Toilet Goods Assn., 
announced his committee for 1950 
as follows: A. R. Ludlow, U.S. In- 
dustrial Chemicals, Inc.,  treas- 
urer; Paul E. Forsman, C. H. Fors- 
man Co., Philip E.  Haebler, 
Goldschmidt Chemical Corp.; M. 
Lemmermeyer, Aromatic — Prod- 
ucts, Inc.; Walter S. Nuckols, Swin- 


dell Brothers, Inc.; Edward D. 
Russel, American Newspaper 
Publishers  Assn.; Lamson ° M. 
Scovill, Scovill Mfg. Co.; J. W. 


Thayer, Owens- Illinois Glass Co. 
and Kenneth W. Tracy, Fritzsche 
Brothers, Inc. The convention will 
be held May 16, 17, and 18 at the 
Waldorf-Astoria Hotel, New York 
City. 


Lever Loses Markets 
In Synthetic Detergent Battle 


The numerous continuing execu- 
tive shakeups in Lever Bros. which 
culminated in the recent resignation 
of Charles Luckman from the pres- 
idency of the company are prob- 
ably due to Lever Bros. ending up 
on the short end of sales in the’ bat- 
tle for markets which goes on more 
or less continuously in the soap 
industry. This fight has resulted in 
greater use of soap and synthetic 
detergents but has cost many an 
executive his peace of mind if not 
his job. 

In the synthetic detergent field 
Proctor and Gamble’s ‘Tide has 
come out far ahead of other sny- 
thetics in sales. Heavy duty syn- 
thetics account for a quarter of all 
soap sales and Tide has a sales 
lead of 75 per cent in this rapidly 
growing market. Second in the 
race is Colgate’s Fab with Lever’s 
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Surf a poor third. Among light 
duty synthetics Colgate’s Vel has 
sold slightly better than P & G’s 
Dreft with Lever’s Breeze again far 
behind. The most important rea- 
son for Lever’s poor showing in 
the synthetic detergent field has 
been its lack of special equipment 
for producing the cleaner. Not 
having the towers for spray dry- 
ing the detergents it has had to 
farm out much of its production 


pany’s established policy, the 
bonus was voted to all employees 
of the company. 


Florasynth Executive in 
Laboratory Opening 


Dr. William Lakritz, president 
of Florasynth Laboratories and a 
director of the Jerome D. Solomon 
Memorial Sesearch Foundation, 
Chicago, 


recently participated in 





Joseph D, Solomon (right), honorary president of Dr. 


Jerome D. Solomon Medical Re- 


search Foundation, in the Foundation’s new laboratory with (left to right) N. Z. Holland, 


Ir. J. Lester Wilkey and Dr. 
to independent companies. Re- 
cently, however, it has begun con- 
struction of detergent plants in 
Edgewater, N.J., Los Angeles, 
Calif., and Hammond, Ind. But no 
one can tell whether or not this 
will give Lever enough production 


to compete with the other com- 
panies. 
First Issue of Flair Carries 
Heavy Cosmetic Advertising 

The first issue of Flair maga- 
zine, the latest addition to the 
Cowles group of magazines, con- 


four-color advertise- 
ments by perfume and cosmetic 
manufacturers. Among the adver- 
tisers were Coty, with a lipstick ad 
featuring shades to match the new 
Paris fabric colors; Helena Rubin- 
stein, with an announcement of its 
new Silk Screen Face Powder; and 
Dorothy Gray, which advertised its 
“Rule of Three” package of 
cleansing cream, skin lotion and 
dry skin mixture. Other advertisers 
were Revlon, Lucien Lelong, Ogil- 
vie Sisters, Schiaparelli perfume 
and Molyneux perfume. 


tains eight 


Essential Oil Firm Votes 
Employee Bonus 


At a meeting of the directors of 
Florasynth Laboratories, Inc., held 
in New York recently, the first or- 
der of business was consideration 
of a year end bonus for all of the 
employees. Following the com- 


William Lakritz, president of Florasynth Laboratories. 


the opening ceremonies at the 
newly equipped laboratory and re- 
search library which has been set 
up in Hektoen Institute by the 
foundation. The Memorial foun- 
dation has been in existence for 
many years and has contributed 
much to the accomplishments of 
the Institute. 


Foragers from All Points 
of Compass at Banquet 


Members of the Foragers from 
the North, South, East and West 
gathered at the 53rd annual ban- 
quet of the association at the New 
York Athletic Club last month. 
Arthur J. Connolly, the president 
who recently returned from a stay 
in the hospital, presided and gave 
the address of welcome after which 
John J. Te took over as toast- 
master. J. Showaker, new presi- 
dent of pt Philadelphia Cosmetic 
Assn. and the oldest Forager pres- 
ent, Robert Arcularius, were pre- 
sented amid a hearty round of ap- 
plause J. Henry Healy, Sr. former 
preside nt of the Philadelphia Cos- 
metic Assn. and Albert J. Bradley, 
secretary and treasurer of the asso- 
ciation were also presented. Presi- 
dent Arthur J. ae Vice- 
president Walter C. Rochelle; Sec- 
retary-Treasurer Albert J. Bradely 
and the Board of Governors 


for 1950-1951 Hugh Finn, Jack 
Thaler, Nelson W. Millard, 
George Zinnell, Harry W. Kunze 


and Victor N. Fredholm occupied 
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the dais. The committee that ar- 
ranged the affair was composed of 
Harry W. Kunze, High Finn, Ed- 
ward R. Commons. Robert Mac- 
Gilvray, Walter Brauneiss and 
Thomas Gladding. Peter Mar- 
quard of Hudsons, Detroit, was a 
guest of honor. 


FTC Says Color Shampoo 
Won't Work 


The Federal Trade Commission 
issued a complaint against a Chi- 
cago company because the FIC 
claims that the company’s sham- 
poo, which has been advertised as 
a = that will turn gray hair 
black or any other color, will not 
do so. "The complaint also states 
that the company falsely claims its 
shampoo as a new discovery where- 
as it is not a new discovery but con- 
tains the same ingredients in the 
same form as preparations which 
have been on the market for many 
years. 


Walter R. Nay Heads 
Drug & Chemical Assn. 


The Chicago Drug & Chemical 
Association has elected Walter R. 
Nay as president. Mr. Nay has 
been associated with the Mallinck- 
rodt Chemical Works since 1935 
and now serves that concern in the 





Walter R. Nay 


capacity of Regional Sales Man- 
ager from the Chicago office. Other 
officers elected to serve with Mr. 
Nay for the 1950 term are Vice 
president—Ralph Olson, S._ B. 
Penick & Co.,  Secretary—Mel 
‘Thompson, Wyandotte Chemicals 
Corp., Treasurer—William E. Phil- 
lips, Wm. E. Phillips, Inc. 


Former Bourjois Executives 
Honored at Party 


Nelson W. Millard, former sales 
department store manager of 
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Mrs. William O’Dwyer, wife of the mayor 

of New York at the Heart Assn. Fashion 

Show with Mayor Luis deHoyos of Monti- 
cello, N.Y. who supported the affair. 
Photo by Austin & Bruno 


Bourjois, Inc., New York, and 
Harry Barr, the company’s former 
middle Atlantic area sales represen- 
tative were honored at a_ private 
dinner party at the Waldorf-Asto- 
ria Hotel in New York. Also at- 
tending were Paul Douglas, presi- 
dent of Bourjois, Grace Coppage, 
Nelson W. Millard, Gladys Bliss, 
John Douglas, R. L. O’Brien, and 
other executives. 


Packer and Pharmacraft Enter 
Deodorant Soap Field 


Packer’s Tar Soap Co. Mystic, 
Conn, and Pharma-Craft Corp., 
Louisville, Ky. are both offering a 
new deodorant soap nationally. 
The former offers “Charm Soap” 
and the latter “Fresh Deodorant 
Bath Soap.” 


Survey of the French Raw 
Material Market for January 
(From our Grasse Correspondent) 


Since the end of the last war, the 
importation into France of essen- 
tial oils and aromatic raw materials 





was difficult because of very severe 
restrictions imposed by both the 
Exchange Office and the Ministry 
of Industrial Production. 

Commercial transactions with 
the producing foreign countries 
took a long time to deal with and 
it much too often happened that 
the manufacturers were short of 
products that were absolutely nec 
essary to keep their works going. 
This situation enabled some people 
to make easy speculations on the 
few lots of goods that were offered 
on the market, the latter, under 
these conditions, being always on 
the rise. 

A month ago, quotas on products 
coming from countries belonging to 
the European Organization of Eco- 
nomic Cooperation have been sup- 
pressed. The freedom thus given to 
the exchanges between nations will 
result in a more normal situation, 
the goods being no longer missing 
on the market. It can be expected 
that stocks will be progressively re- 
constituted and needs satisfied un- 
der better conditions. This will fi- 
nally result in a readjustment of 
prices with competition taking 
back its usual course. 

As a general rule, all imported 
essential oils are asked for, particu- 
larly rosewood, Pouliot mint, lem- 
ongrass, geranium (Bourbon and 
African) sandalwood, all offered in 
small lots, 

Italian oils of lemon, bergamot 
and tangerine are more easily 
found, greater facilities having 
been given for the payment of the 
imports. 

Prices of Java citronella are still 
very high although the demand 
from European’ buyers remains 
small. Despite the cession of the 
Dutch Sovereignty on the Island, 
there are still severe fights between 

various native groups in the region 

where this oil is produced, and the 
situation should considerably im- 
prove before normal opportunities 
of dealing with this oil are reached. 
It is at present quoted Fr. 21,50 fob. 
The tendency on the Ceylon origin 
remains very constant, with few 
sellers. Floating lots are offered at 
8 shillings per Ib., Caf. Few sellers 
also of cananga, patchouly, vetiver 
and cageput oils. 

Clove oil from Madagascar is of- 
fered at 700 Francs per kilo and 
orange essence from French Guinea 
at Frs 750. Essences from Spain are 
very seldom offered. 

Regarding our Grasse products, 
neroli, after a long period of stag- 
nation around Frs 40.000.- per kilo, 
with an important corresponding 
stock, has suddenly increased 100 
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per cent, as a result of the opening 
of the German market. The impor- 
tant orders which followed this 
move have cleared up the market. 
This oil, whose selling prospects 
were discouraging for both produc- 
ers and distillers is now sought 
after by customers, who do not hes- 

itate to pay 80,000 Francs per kilo 
and even more. 

On the other hand, orange 
flower water, a bad seller despite 
all the propaganda made in the 
hope of intensifying its use, has 
been treated with solvents and this 
practice has increased the stock ol 
orange flower absolute which was 
already—and still is—difficult to 
sell. 

Jasmin products were already 
sold before. their production was 
finished. ‘The crop—valued at 750 
tons of flowers for the cooperatives 
of producers only—has been sold 
without any difficulties to the 
Grasse manulacturers on the basis 
of Frs 275.- per kilo of flowers, on 
which price Frs 85.- are given to the 
gatherers. 

‘There is but a small demand for 
rose concrete and stocks are still 
important, Orders are easily cov- 
ered at approximately Frs 60.000.- 
per kilo. 

The French production of mint 
oil is not sufficient to cover the 
needs of the clientele, despite the 
lots imported from the French Col- 
onies, it has been necessary to use 
American peppermint oil, — im- 
ported with the aid of the Marshall 
Plan. Mint oil from Bulgaria is not 
offered on the French market. ‘The 
Italian essence, whose import was 
restricted by the regulations is now 
offered freely at i to 12.000 lire 
per kilo, while the price of the 
French oil seems to maintain itself 
at Frs. 8.000.- 

Few fluctuations on lavender oil 
whose price varies from 2.000 to 
2.800 francs per kilo according to 
the percentage of L inalyle acetate. 
Still, the price of lavender has con- 
siderably increased during these 
last weeks, as a result of massive or- 
ders and aspic oil has followed, 
now offered at over Francs 1.000 
per kilo, 

The general trend of prices of! 
natural floral products is upward. 


U.S. Population Moving 
from East to West 

‘The Census which began in Jan 
uary is expected to give California 
eight more members in the House, 
Ww hile Oregon, Washington, Texas, 
Florida, Indiana and Michigan 
will each gain one more member. 
All indications are the population 
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is moving from the East to the 
West. The regions growing most 
rapidly are: Pacific Coast, the In- 
termountain states, Florida and 
Pexas. It is curious and interesting 
that the newcomers are usually 
about half and half, middle aged 
and young. Our total population 
at this time is estimated at 152, 
000,000. We are expected to have 
160,000,000 in 1955. The experts 
say we will have about 200,000,00 


; 


hi 


Pat Reed with (left to right) Deems Taylor, 





seizures against a vitamin-mineral 
preparation, the F.D.A. and some 
of its officials had acted arbitrarily 
and unlawfully. 


Hudnut Panel Vetoes Return 
To Flapper Styles 


A panel of six men selected from 
celebrities chosen by Women’s 
Page editors from all over the 
country decided after hearing a 


t 


Guy Lombardo, Ray Bolger, Peter Arno, 


Buddy Rogers and Basil Rathbone at Richard Hudnut’s luncheon and fashion show for 


Women’s Page editors and writers at the Waldorf Astoria. 


in 1975. It may be indicative of 
something that a recent report says 
there has been an overall decline 
of 3 per cent in farm land values 
for the period ending November 
1, 1919. Compared with 19148, farm 
values dropped 6 per cent. The 
Western states have had the big- 
gest drop in all real estate values. 
California is down 18 per cent: 
Oregon 14 per cent; Montana and 
Wyoming 12 per cent; and Wash- 
ington, Colorado, Arkansas, Texas, 
West Virginia and Florida slipped 
from 10 to Il per cent. 


Multiple Seizures by 
F.D.A. Ruled Unconstitutional 


\ Special Statutory Court of the 
District of Columbia has ruled un- 
constitutional the part of Section 
304 (a) of the Federal Food, Drug, 
and Cosmetic Act which permits 
multiple seizures when the F.D.A. 
has cause to believe, without a 
hearing, that the labeling of a mis- 
branded product would be injuri- 
ous to purchasers. The court de- 
cided that, in starting multiple 


speech by Ann Delafield, of the 
Hudnut-Du Barry Success School, 
that the current trend toward a re- 
turn of the flapper look would not 
meet with male approval. Miss 
Delafield spoke at a fashion show 
and luncheon given recently at 
the Waldorf-Astoria’s Wedgewood 
Room for the editors. The affair, 
which marked the start of Press 
Week was hosted by Charles A. 
Pennock, president of Hudnut 
Sales Co. and the ladies were wel- 
comed officially to New York by 
City Magistrate Charles F. Murphy 
on be hall of Mayor O'Dwyer. 

The decision of the panel was 
that the “Woman of Tomorrow” 
would be distinguished by the “na- 
tural look” with neither too much 
or too little of anything; face made 
up with care and skill, hair short 
but with waves and curls, and fig- 
ure without additions or subtrac- 
tions. Actress Pat Reed was picked 
as the embodiment of this ideal. 
The panel was composed of Ray 
Bolger, Buddy Rogers, Deems ‘Tay- 
lor, Guy Lombardo, Peter Arno 
and Basil Rathbone. 
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High Government Expense 
To Eliminate Tax Dodging 


In a recent talk before the Drug, 
Chemical and Allied Trades Sec- 
tion of the New York Board of 
Trade, Joseph Leopold, tax spec- 
ialist, predicted an early victory 
for businessmen in their fight for 
tax equality. He cited as results of 
unequal taxes the absorption of 





methyl acetophenone, — methyl 
phenyl acetate, ethyl phenyl ace- 
tate, oil of lavandine, anisic alde- 
hyde, diphenyl oxide, oil of sage 
dalmatian, and a contents page 
giving a complete file of the essen- 
tial oil products, aromatic chemi- 
cals and isolates, and general tests 
adopted and printed before Janu- 
ary 16. Copies are available from 
the Essential Oil Assn. 


The new officers of the Chicago Chapter of the Society of Cosmetic Chemists. Shown here 
are (left to right) Dr. Joseph Shultz, chairman; Dr. Katherine Graham, secretary, Mr. W. EF 


Lieb, treasurer; and Di 


tax-paying firms by exempt coop- 
eratives, schools, trusts and foun- 
dations, and the removal of several 
companies to Puerto Rico in order 
to escape taxation. He predicted 
that this inequality will be reme- 
died in the 1950 revenue bill 
which is expected to be passed at 
the second session of the 8Ist con- 
gress. 


Lever Bros. and Procter & 


Gamble Reduce Soap Prices 


Price reductions have been 
made by Procter & Gamble Co. 
and the Lever Bros. Co. on their 
soaps. Procter & Gamble reports 
that the selling prices on soaps are 
31% below the highest post war 
prices. 


Essential Oils Assn. 
Adds to Chemical Standards 


The Scientific Section of The Es- 
sential Oil Assn. of the United 
States recently approved standards 
for the following items for inclu- 
sion in its Book of Specifications 
and Standards: determination of 
congealing point, acetophenone, 
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. H. Heinrich, vice-chairman. 


Beauty Shop Uniforms 


Deductible from Income Tax 


According to a recent ruling by 
the Commissioner of Internal Rev- 
enue the cost and maintenance, in- 
cluding laundering, of cosmetolo- 





grists and hairdressers’ uniforms is 
deductable from gross income in 
computing income taxes. Previ- 
ously beauty operators’ uniforms 
had been ruled not deductable, 
but the bureau reversed itself 
when evidence was introduced to 
show that 35 states require the 
wearing of uniforms. 


Nestle-LeMur Launches Largest 
Promotion for Mavis Taleum 


The heaviest sustained advertis- 
ing drive on talcum powder ever 
undertaken is being launched by 
the Nestle-LeMur Co. on its re- 
cently acquired Mavis talcum. 
Magazines and radio are being 
used in what is claimed to be the 
largest advertising campaign on 
talcum powder in the history of 
the business. he step was taken, 
Lee Nadeau, president of the com- 
pany, pointed out, because al- 
though talcum is the second largest 
cosmetic sold in the United States 
only a small fraction of sales has 
gone to advertised brands largely 
bec ause none have been advertised 
aggressively. 


Viennese Soap Again 
Being Imported 


Hand painted soap for children 
as well as toilet soap is again enter- 
ing this country from Austria. 
Mem Co, reports that its factory in 
Vienna now has a steady supply 
available for the American market. 
Stephen Mayer, president of Mem, 
will fly to Austria this year to visit 
the oomapemys ’s plants. 





Gert Keller, head of Schimmel and Co., New York, entertained Schimmel representatives 
from Chicago and St. Louis at Billy Rose’s Diamond Horseshoe recently. Those present 
were (left to right) H. H. Eickmeyer, chief salesman for New York, B. G. Wirsing, sales 
manager, Mrs. Keller, Basil Pegushin, perfume chemist, Mrs. Koch, Roy J. Huttleston, 
perfume chemist, F. Koch, head of the accounting department, Marvin P. Yates of St. 
Louis, Mrs. Wirsing, Mr. Keller, Mrs. Huttleston and J. H. Hille of Chicago. 
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Canadian Census Shows 


Decline in Production 


Total Canadian production of 
toilet preparations declined during 
1948 in factory selling value to 
$20,972,100 from $22,481,100 in 
the preceding year. It was the sec- 
ond successive decline from the 
postwar peak of $24,758,600 for 
1946, the 1948 value being also be- 
low that of $22,037,900 for 1945 
and only moderately above the 
1944 figure of $20,095,200. 

The largest decreases from 1947 
were recorded for perfumes, the 
Bureau of Statistics reports in a 
survey of the industry just issued. 
They were down from $1,240,917 
to $844,779: toilet water, colognes 
and lotions from $3,385,335 to "$3,.- 
140,891; dentifrices-pastes, pow- 
ders and liquid—which fell in ag- 
gregate value from $4,430,650 to 
$3,759,581; and non-alcoholic hair 
tonics, liquid brilliantines, wave 
sets, etc., which declined to $596,- 
956 from $763,306. Smaller de- 
creases were spread over a variety 
of other items. Creams of all kinds 
were higher at $2,452,398, com- 
pared with $2,212,180, and _ face 
powders increased to $1,127,883 
from $953,886 and deodorants to 
$562,696 from $495,088. 

Values of other leading items in 
1948, with 1947 figures in brackets, 
were: bay rum, hair tonics, alco- 
holic wave sets, etc., $582,767 
($563,230); talcum powders, $1,- 
145,241 ($1,217,987); lipstick $827,- 
734 ($740,484); rouge, $221,508 
($231,738); liquid shampoos, $1,- 
276,206 ($1,296,911); bath — salts 
and bath oils, $342,700 ($357,807); 
manicure preparations, $606,145 
($706,406). 


Consulting Chemists Assn. to 
Meet April 25 


The Assn. of Consulting Chem- 
ists and Chemical Engineers will 
hold a banquet meeting at the Ho- 
tel Shelburne in New York City 
on April 25 at 5:00 p.m. There 
will be a guest speaker. The an- 
nual meeting of the Association 
will be held on October 24, 1950. 


A Flash View of Some Industry 
Changes in the Past Year 


Some interesting changes took 
place in the past year. Vantines, 
Inc., makers of incense for over 80 
years, came out with a line of 
household deodorizers. Elizabeth 
Arden branched into the ready to 
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wear field. DeWans facial hair re- 
mover, a powder form depilatory, 
was born. Daggett & Ramsdell in- 
troduced a cleansing cream based 
on colloid action. Various beer 
shampoos, new deodorants and 
new cold waves were launched. 
The products employing deter- 
gents for various purposes were ex- 
ceeded only by the number of new 
ammoniated dentifrices; and one 
of the latter, Ammident, Inc., in- 
troduced a new point of sale tech- 
nique by including sworn testimo- 
nials from users with each package. 


Among Our Friends 


FRED S. FOSTER has been ap- 
pointed sales manager of Bellin- 
Wonderstoen Corp. which succeed- 
ed the old company last November 
1 under new management. Mr. Fos- 
ter has had sales experience from 
coast to coast. 


THOMAS D. NOLAN the new 
assistant sales manager for Parfums 
Schiaparelli, New York, N. Y. has 
been in the industry for over a quar- 
ter of a century. 


BEVERLY C. STIANSEN has 
been appointed sales manager of 
Mary Chess Inc., New York, N. Y. 
Miss Stiansen has been associated 
with the company for eleven years. 


JEAN NATE and her husband, 
WILLIAM F. HUNNEFIELD will 
leave shortly for a six weeks business 
and pleasure trip to Fort Lauder- 
dale, Florida. En route they will stop 
in Washington, Richmond, Jackson- 
ville and other Florida cities. Mr. 
Hunnefield stated that 1949 was the 
best year in the history of the com- 
pany. Mr. Hunnefield, formerly a 
baseball star with the New York 
Giants, and Philadelphia Athletics 
so managed the trip that he will be 
able to visit the training camps in 
Florida and again for a brief time 
don a uniform to test his present 


skill. 


WALTER A. WILSON has joined 
the J]. W. Leser Co., Los Angeles, 
Calil., as sales engineer for process- 
ing industry equipment. 


JOHN H. FUNKEY has been 
elected vice- president and sales 
manager of Carr-Lowrey Glass Co., 
Baltimore, Md. Mr. Funkey joined 
the company in 1932 as a salesman 
and was appointed sales manager 
in 1942. 

HARRY T. JOHNSON, gen- 
eral sales manager of Kathleen 
Mary Quinlan, Inc., New York, 
N.Y., has left for an extended trip 


through the Mid-west, and West to 
visit the Quinlan accounts. 


A. L. STOECKLIN has been ap- 
pointed Cincinnati representative 
for Kolar Laboratories, Chicago, 
Ill., makers of private-brand cos- 
metics. A member of the Kolar 





A. L. Stoecklin 


sales staff since 1947, he was 
formerly with United Enterprises, 
Inc., Evansville, Ind. 


OWEN STONER, vice _presi- 
dent in charge of advertising and 
promotion for Prince Matchabelli, 
Inc. has just been appointed assist- 
ant general manager for the com- 
pany. 


GUY ROBERT, son of Mr. and 
Mrs. Victor Robert, of Paris, 
France, was married recently to 
Mlle. Ghislaine Pelvey de Mai- 
soncelles. 


DR. CORNELIA T. SNELL of- 
ficially represented the American 
Chemical Society Committee of In- 
ternational Relations at a confer- 
ence on Educational Reconstruc- 
tion, held recently at Hunter 
College. 


DR. RALPH BIENFANG, of 
the University of Oklahoma, 
school of Pharmacy, recently re- 
ceived notice of his election to hon- 
orary membership in the Associa- 
cao de Farmaceuticos de Estado de 
Rio de Janeiro by his South Ameri- 
can colleagues assembled in Nite- 
roi, Brazil. The citation mentioned 
“contributions to science and phar- 
macy.” 


HENRY F. WOULFE, presi- 
dent of the Pepsodent Division of 
Lever Brothers Co., has_ been 
elected vice- president in charge of 
the parent company *s mid-western 
operations, and will assume his new 
duties early in February, making 
his headquarters in C hicago. 
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Sang Le 


ragrances _ 
that help sales 


Moussaldine 


French in character, and distinctively 
Moussaldine imparts a ver- 


modern, 


satile and truly individual note to the 


creation of fine perfumes. 

As a base, it will enhance your Chypre, 
Fougere, and Aldehyde compositions. 
Used alone, it will lend warmth and 
distinction to your finer Perfumes and 
Toilet Waters. 

Let a working sample of Moussaldine 
introduce you to quality that is rare, 
at a price that is reasonable. 


Sandoris 


A new creation, which exquisitely 
blends the bouquets of Orris and San- 
dalwood to form a cool, refreshing 
fragrance. As a base, or used alone, it 
will endow your Perfumes and Toilet 
Waters with noteworthy originality. 
For an achievement in quality, at a 
moderate price, send today for a 
sample of Sandoris. 


a 
Creators of the finest perfume bases 
for every purpose, in every price range. 


Essential Oils 
Perfume Materials 
Aromatic Chemicals 


—T 


601 WEST 26th ST 
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Write for our latest Catalogue 


to load and operate 






For Low-Cost Mixing 


You can save time and labor in your mixing and 
blending operations with an Alsop Stainless 
Steel Mixing Tank. The specially designed slop- 
ing bottom and side outlet insures complete and 
fast draining. The shorter legs makes the whole 
Tank low for easier loading and operating yet 
allows unrestricted clearance between tank bot- 
tom and floor. You can be sure of dependable, 
efficient mixing and minimum cleaning and op- 
erating costs. Available in a complete range of 


sizes and capacities. 


AIR-TIGHT STORAGE TANKS 


Here’s a complete line of 
Stainless Steel Air-Tight 
Tanks for efficient, mainte- 
nance free storage, decanting 
and settling. The all welded 
construction, rounded corners, 
and the highly polished crev- 
ice-free surfaces means years 
of dependable, low-cost serv- 
ice. We can supply these 
Closed-Tanks in all sizes with 
complete Mixing Unit Assem- 
blies mounted on either the 
top or side as desired. 








Filters 
Agitators 


Our new catalogue completely 
describes our Mixing and Stor- 
age Tanks, Filters and Agita- 
tators. Write for your free 
copy. The Alsop Engineering 
Corporation, 502 Rose Street, 
Milldale, Conn. 





Filter Discs, Mixers 











Baars ca 


Pumps and Tanks 
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BERNARD GOULD, sales man 
ager of the Toni Co., Chicago, II. 
told members of the Chicago Re- 
tail Druggists Assn. that high oper- 
ating costs and loss of sales to othe1 
outlets can be overcome by intelli 
gent merchandising and custome) 
relations policies. 


MISS HELEN BLAKE | has 
joined Lentheric’s sales staff as as- 
sistant to William ‘T. Carlson, gen- 
eral sales manager. 


A. “BROCK” SHORE has re- 
cently been appointed industrial 
district manager of Ontario by the 
Colgate-Palmolive-Peet Co., Ltd. of 
Canada. He will be located at the 
company’s main office at 64 Colgate 
\ve., Toronto, Canada. 


JACK MOHR, assistant to C, A. 
Pennock, president of Hudnut 
Sales Co., has recently been elected 
executive secretary and a member 
of the board of directors of the 
Touchdown Club of America. 
Samuel Metzger, Jr. is the new 
president and H. E. Van Surdam 
is vice-president and treasurer. 
The ‘Touchdown Club is composed 
of men who earned their varsity 
letters in football during college. 
The annual award of the club is 


one ot the most sought-after 
awarcs in the world of sport. 


MISS MALA RUBINSTEIN, 
niece of Helena Rubinstein spoke 
to a thousand merchandise men 
and notion buyers at the annual 
Notions Breaklast given by the 
I. B. Kleinert Rubber Co., New 
York, at the Hotel Statler on Feb- 
ruary 7. Her topic was “Selling Gla- 
mour in Notions.” 


MISS JILL JESSEE, promotion 
manager of Lentheric, Inc., New 
York, N.Y. has resigned. Miss Jes- 
see has been associated with the 
company for 21 years. 


DR. FRANKLIN T. PETERS 
formerly of the sales department of 
Glyco Products Co. has been as- 
signed to the Development Depart- 
ment of the company. 


HAROLD C. MARTINS, who 
recently resigned as display direc- 
tor of Lentheric, Inc., New York, 
N.Y. expects to announce his fu- 
ture plans shortly, 


LEWIS H. CARLSON, who is 
well known in the Detroit market 
area where he has worked for the 
past 20 years, has been appointed 
representative in that territory for 


the American Distilling & Mfg. Co. 


manufacturers of witch hazel. 


Obituary 


Mrs. Olive Ewald 


Mrs. Olive S. Ewald, wife of 
John A. Ewald, president of Avon- 
\llied Products, Inc., died Janu- 
ary 26, at her home in Garden 
City, N.Y. following a_ cerebral 
hemorrhage. She had been ill for 
some weeks. She is survived by her 
husband and a son, John A. 
Ewald, Jr. , 


Dr. Hugo Bamberger 


Dr. Hugo Bamberger, president 
of the Chemo-Puro Manufactur- 
ing Corp., Long Island City, died 
December 30. He was 62 years old. 


G. Claude Carey 


G. Claude Carey, president and 
a founder of Harvey & Carey, Inc., 
Buffalo, N.Y. a drugstore chain, 
died recently. He was 66 years old. 
A graduate of Buffalo School of 
Pharmacy, he was well known as a 
leader in the retail drug field. Mr. 
Carey is survived by his wife, his 
mother, a daughter and a sister. 





GERARD J. DANCO, INC. 


5 East 19th St. 


Telephone: Oregon 3-6790 


New York, 3, N. Y. 


Cable Address: Codan, N. Y. 


ORIGINATORS OF NEW PERFUME TONES 


Laboratories in New York and Grasse, France 


| 
e FINE ESSENTIAL | 
AND FLORAL OILS | 


and Mexico for: 


e AROMATIC CHEMICALS 


e MUSK - CIVET - AMBERGRIS 


Exclusive Agents in 
the United States, Canada 


VICTOR HASSLAUER S. A. 


PARIS, FRANCE 


“Danco Quality Guaranteed by Reputation” 


SALES OFFICES: NEW YORK, MONTREAL, PARIS 


CODAW 
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PLYMOUTH WAXES _).: 
CREAMS 


PLMOUTH Genuine Spermaceti U.S. P. PLYMOUTH Sun-bleached White Beeswax U.S. P. 
This Spermaceti should not be confused with interior This is guaranteed to be a 100% Pure Beeswax and 
hydrogenated sperm oils which are sometimes offered sun-bleached It is refined by the centrifugal method 
as Spermaceti The Plymouth Brand is the finest which removes all and every trace of foreign matter: 
which can be produced and is produced from Gen- We will gladly send samples. 
uine Sperm Oil by the cold pressing method. It is PLYMOUTH White Cirine Wax 


a very white crystalline wax containing no free oil, 
has a very low Iodine number and is free of any 
offensive odors. 


A special grade of White Ceresin Wax prepared tor 
the cosmetic trade Absolutely white and odorless. It 
has a melting point corresponding to that of Beeswax 


: so that in using it in connection with Beeswax in 
PLYMOUTH Ozokerites cream any “lumpiness” is avoided. Its use will also 
We olfer two grades One is the highest quality produce a very glossy cream. 


obtainable, 76°-78°C melting point and the other 

grade lower in price and of lower melting point 

66°-68° C. Both are guaranteed 100% Pure Bleached We offer all grades of the U S.P fully-refined Paraf- 
Ozokerites. fin Waxes. 


A COMPLETE LINE OF COSMETIC RAW MATERIALS 


M. W. PARSONS 


99 BEEKMAN STREET Telephone. BEEKMAN 3-3162—3163—3164 


NEW YORK, N. Y., U.S. A. and PLYMOUTH ORGANIC LABORATORIES, Inc. cabie Address: PARSONOILS, NEW YORK 







MACK PLASTIC 
MOLDED CLOSURES 
AND PACKAGING 
SPECIALITIES 


STANDARD SIZES DELIVERED FROM 
STOCK — FAST SERVICE ON CUSTOM 
PACKAGING AND SEALS 


Count on MACK for quick delivery 
of molded closures — in all sizes and 
in any quantity. Choose from an in- 
teresting variety of modern stock 
designs, And for special packaging 
ideas, consult MACK technicians. 
Their sales-proved experience cover- 
ing products of every kind is avail- 
able to you without obligation. Sam- 
ples of closures and prices sent on 
request. Just call or write Mack 
Molding Company, Inc., 160 Main 
Street, Wayne, New Jersey. 


THREE FULLY EQUIPPED 
PLANTS TO SERVE YOU 
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How Premiums Can Boost Sales 

(Continued from page 114) 
Jones’ point number eleven: ‘““The premium should be 
a type of merchandise with which the listener is al- 
ready familiar, not something that requires education.” 
American Beauty roses, for-get-me-nots and violets are 
familiar to the American woman; jasmine and _ hibis- 
cus are not. A few years ago we had an extremely suc- 
cessful orchid pin. However, I personally doubt that 
any kind of orchid would have been sufficiently fa- 
miliar to the average American woman to be successful 
ten years ago. We rode on the crest of a steady increase 
in popularization of orchids, in recent years through 
advertising, columnists, radio participations shows and 
other sources. 


NEW TWIST TO FAMILIAR ITEMS 

A new twist to the familiar items still seems to stand 
up best in premium use, i.e.: something every woman 
can use and might want. An advertiser of a mass mar- 
ket product (such as salt, sugar, soap and other staple 
food products) wants to be sure that his premium of- 
fer has a fair chance of appealing to every woman to 
whom he is advertising. 

Despite the many problems of proper designing, 
pricing, packaging and selecting, there are many un- 
tapped cosmetic premium possibilities for this kind of 
audience. In addition to suggesting premium merchan- 
dise, our experience with this audience may also sug- 
gest that retail items in the cosmetic field may be made 
through closer attention to popular design and _ price 
and merchandised to appeal to a wider audience 
and, especially, to more familiar associations and 
memories. 


Decade of Opportunity 
S. FOWLER, vice-president and general sales man- 
¢ ager of Hudnut Sales Co. termed the next ten years 
“The Decade of Opportunity” for the cosmetic industry 
ina talk at the Association of Chain Drug Stores meeting. 
Mr. Fowler, in reviewing the past ten years, said that 
the cosmetic industry had doubled retail sales from $350 
million to $700 million dollars, that there was an un- 
precedented development in new cosmetic products, and 
between 1939 and 1949, there was a population increase 
of 17 million people, half of them females—all eventual 
customers. 


“In 1948, we Americans spent close to $179 billion | 


dollars for goods and services. For the first six months 
of 1949, the figure was running less than 1% off. A 
conservative estimate of our potential economic growth 
indicates that between 1950 to 1960, we can look for a 
minimum increase of 15°%. This means that the amount 
of money Americans will spend for goods and services 
will increase from 179 to 206 billion dollars. 

“Projected into the cosmetic field, this indicates that 
early during the next ten years, we can look for a mini- 
mum increase in retail cosmetic sales of about 105 mil- 
lion dollars, or a total retail cosmetic volume of 805 
million dollars a figure which represents a mini- 
mum increase, arrived at by simple arithmetic. If a real 
aggressive selling job is done, cosmetic sales should reach 
a billion dollar volume in this decade of opportunity. 
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IF YOU HAVE A m4 
CHALLENGING COSMETICS PROBLEM— 
—calling for product improvement to halt 


lagging sales or 


—wish to safeguard volume with a new 
UMMC Laue coh a ime lig 
conditioners, creme shampoos, anti-per- 


spirants or deodorants for example or 


—seek a discriminating (private label) 


formula carefully compounded, pack- 
aged and labeled—with costs mini- 
mized but with quality, consistency and 


color rigidily maintained— 


—then you can turn with confidence to 
this concern with 40 years experience 
or eho Meloy ol alles 


Modernly equipped and staffed with 
able specialists—they place at your 
Citreler Mi Mi TMM elle lols moll 
production facilities and the most 
reer ZL Ma 
mation gladly furnished without 


obligation. 
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There U no 
\ iis *.. 


21 Irving Place New York 3, N.Y. 


PRIVATE FORMULA 
MANUFACTURERS OF 
COSMETICS AND TOILETRIES 


BULK AND COMPLETE PACKAGING SERVICE 


Skilled Factory Employees 
Progressive Management 
Personalized Service 
Perfected Details 


REPUTATION BASED UPON PAST PERFORMANCE 








a Absolute et Radios Bases 


fi Built up from Natural Flower Oils producing by simple di- 
¢ lution with Cologne Spirits a quality of Perfume Equal to 
and in many cases superior to the best on the market today. 
Many Popular Types. 


Powder and Cream Oils 


Concen trated Oils and Lasting Odors. Cream oils will not 
discolor. Large Variety of odors at popular prices. 


\ Series 300 Oils 
Beat Concentrated low —€ Oils for Toilet Water, Hair Tonics 
NS ~ and Oils, Loti nae and Liquid Soaps. 


Large assortment of odors 


Water Soluble Perfume Oils 


For sprays, liquid soaps, deodorants, wick perfume etc. 


Exquisite Perfumes in Bulk 











Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 
consu lting Department is always at your service. 
KF > 
ae EK. M. Laning Company | 
433 Stuyvesant Avenue Irvington 11, N.J. 
eee cadet eee eae re a 
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Market Report 


Raw Material Prices Generally Advance 


OOD deliveries against January 

bookings, high shipping prices, 
and increasing difficulties in ob- 
taining replacements were among 
the factors responsible for ex- 
tended advances in a number of 
essential oils and various other 
raw materials used in the manu- 
facture of soap, proprietaries, cos- 
metics and flavors. 

Business in many other lines 
continued on the quiet side as buy- 
ers proceeded to weigh year- -end 
figures and check inventories. In 
the oil market dealers had suc- 
ceeded in booking a satisfactory 
volume of orders in December for 
January delivery. 

The upset conditions in the Far 
East, a period of several years ol 
declining prices in the face of 
mounting costs, and the post-wat 
rise in many other commodities all 
tend to make for a gencrally strong 
outlook in oils and. those aromatic 
chemicals that are derived from 
oils and basic coal chemicals such 
as benzol and toluol. 


Prices Tending Upward 


Safrol, ocotea cymbarum = and 
virtually all of the camphor frac- 
tions displayed a hardening trend. 
Prices on ocotea cymbarum, partic- 
ularly in the second quarter of last 
vear had receded to such a low 
level that production of the item is 
reported to have had a serious set- 
back in Brazil. Higher spot prices 
came last month on anise oil, cas- 
sia. Java c:tronella, patchouli, 
Bourbon geranium, peppermint, 
sage, and black pepper. 

The extent of the demand that 
was noted in the first month of the 
new year indicated that many 
users in the face of a definite up- 
turn in values are making greater 
efforts to build up inventories to a 
safer level. 

Reports from Ceylon continued 
to stress strength as the predomi- 
nant feature in citronella. The 
tendency among shippers in the 
primary center was to raise then 
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price views and because on on:y 
moderate stocks here spot  p-ices 
quickly responded to the harden- 
ing trend at the source. The Java 
and Java type citronella oils were 
likewise strong under the influ- 
ences of small stocks and a reason- 
ably active buying interest. 

Italian oils, namely lemon, ber- 
gamot and to a lesser degree or- 
ange were closely held on spot. 
The demand for lemon and _ or- 
—_ remained rather sluggish, but 
i 1 spite of this local houses were 
not having any difficulty in obtain- 
ing full prices, especially for the 
older and more reliable brands. 

\n encouraging factor in the 
market was a change in the nature 
of the reports concerning all 
grades of orange oil, particularly 
the oil from Florida. Producers of 
concentrates are faced with mount- 
ing costs and it is believed that it 
may be necessary to advance or- 
ange oil prices to offset the nar- 
rower profit margins in producing 
the concentrates. 

Good quality peppermint oil is 
becoming difficult to obtain. While 
several advances have taken place 
in recent weeks, trade observers be- 
lieve the market will go higher be- 
tween now and the new crop pe- 
riod which is many months away. 
Late advices from the country state 
that there is very little oil remain- 
ing in the hands of farmers. Spear- 
mint has been dull and rather un- 
settled. A reversal in the recent 
downward trend might be noted 
in the face of rising peppermint 
prices, 

Among the aromatic chemicals, 
benzyl benzoate suffered a setback 
hecause of competitive influences. 
This was offset, however, by the 
continued strength in several ol 
the isolates including geraniol, lin- 
alool, the ionones citral, and rho- 
dinol. 

There has been a decided spurt 
in the demand for anisic alde- 
hyde for use in the new anti-hista- 
mine preparations, and the im- 


proved buying movement served to 
strengthen the overall supp-y pic- 
ture and lend considerable support 
to anethol. 


Glycerin Getting Tighter 


Although production of  syn- 
thetic glycerin is reported running 
close to capacity or at the rate of 
about 3,000,000 pounds a month, 
and total receipts of foreign crude 
reached 6,623,000 pounds in Octo- 
ber and November, the industry 
fears there is likely to be a tight 
supply situation in the months 
ahead. This is explained by the 
fact that recent heavy imports ab- 
sorbed what is believed to have 
been an accumulation of stocks 
and that future imports will have 
to come out of current production. 

November production of domes 
tic glycerin, including synthetic 
material, amounted to 17,979,000 
pounds in contrast to 20,379,000 
ponds 'n October. Stocks of cde 
(basis 80 per cent) totaled 45,265,- 
000 pounds at the end of Novem- 
ber as compared with 43,869,000 
pounds at the close of the previous 
month, October. According to re- 
ports December stocks are ex- 
pected to show a further decline 
when ofhcial figures are com- 
pleted. The generally firm supply 
outlook in glycerin can be traced 
to an unusually heavy demand for 
this basic item particularly in the 
surface coatings field. 


Menthol Irregular 


The menthol market displayed 
an irregular tone. A total of about 
200 cases of Chinese’ menthol 
arrived on the Pacific coast last 
month. ‘This was the first sizeable 
shipment to reach this country for 
some time. With the heavy con- 
suming season at hand, small 
stocks, and the firmness in Brazil, 
general conditions suggest a rather 
firm market for another thirty to 
sixty days or until the heavy con- 
suming season passes and more is 
known about the Brazilian crop. 
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COLOGNES 


An outstanding cologne is 
much more than diluted pertume. True, 
in its use, it is more economical than a 
concentrated essence; but this economy 
alone will not make up for mediocre qual- 
ty. Your cologne should have a bright- | 
ness, a freshness, and a modern distinc- 


tion to place it above the average. | 


Two of our most recent de- 


velopments exhibit this custom-quality : 


ALTAIR «i VEGA 


They are bright and fresh. 
They are very moderately priced. They 
are worth your attention for your spring 


cologne 
Samples on Request 


BUSH “mn 


136 Liberty Street 
New York 6, N. Y¥ 


J.C. Weiler & Co. H. J. Fouts 


8003 Forsythe Bivd. 6253 Hollywood Bivd. 
St. Louis, Mo. Los Angeles 28, Calif. 


The American Perfumer 





— 


PRICES IN THE NEW YORK MARKET 


COUUUEANDAUUAEUERELUDDOEEDECUOSENETUOOOEEOOUUUEREOUEUUOEELOUUUOEOEUAEUEERELUOUERECHUAUOEEEUOGEE: CHOORUUOOREREOUOOEELENEEOUSAEOOOUOERAREONERONOOUOOGEROLOUGESORORUOREGAEROUOLALGOUOOUEOUOUOGOSEEULOTUOREACUOUGUSOGUUUUEREROGUOOODRSOOOOUUSOOEUOUSUORLOANOOCESOOUOOGSAAOUUOOESEOOROOOSEOUSOOUESENOUOOSURSSOUOOOOODONNOOcOOsRese@N DS OCLITROIOURR 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice} 


Cinnamon bark oil ....... 35.00@ 50.00 GUI ccicccecoxwicwate §5.50@ 8.50 
Citronella, Ceylon ..... . 125@ 1.50 SNES edccicswasseanes 38.50@ 40.00 
; . Java type ...... 185@ 2.25 Orange, Florida .......... 50@~s=««TS 
ESSENTIAL OILS ; Cloves, Zanzibar . . 175@ 2.20 Brazilian ..... ~ 105@ 1.35 
All prices per Ib. unless otherwise specified Madagascar ............ 150@ 1.85 Re ere 75@ 1.00 
CD iesdensceccevds 31.50@ 38.00 Orris Root, abs. (oz.) ..... 75.00@ 82.50 
Almond Bit, FPA per Ib... 3.75@ = 4.25 Imitation Perera AU, xc cccsccs: 36.00 Nom’! 
NE: TN ciecviccevas 85@ 1,00 CE ereds ac nweueeuanedy 5.00@ 6.10 Pennyroyal, Amer. ....... 4.50@ 4.75 
Apricot Kernel ........ 50@ _  .58 Cumin .... 6.50@ 11.00 European ......0..- 4.60@ 5.80 
Amber, rectified .......... Nominal eS eee ... 5.70@ 6.25 Peppermint natural ...... 6.20@ 6.40 
Angelica Root ........... 145.00@190.00 Erigeron .... 5.00@ 5.80 MEIER 8 co een dokee 6.60@ 7.00 
Py SHS: Kxecdandacees 1.25@ 1.40 Eucalyptus ...... . 20@ 1.45 Petitgrain ........... 2.35@ 2.80 
Aspic (spike) Span. ....... 1.25@ 1.50 POM, DONE kcciicacncces 2.65@ 3.00 Pimento Berry ........... 1.00@ 5.75 
PED cwidevewns 5 . 1Ll@ 1.50 Geranium, Rose, Algerian . 12.00@ 14.50 Pinus Sylvestris ... ... 250@ 2.65 
NE eared carergiew Kes .. 125@ 2.00 EN al Shade wade eet 13.00@ 15.00 PU ccecencccc . 280@ 3.15 
Bergamont . cerecccsess Qe of I i eat eeewe 4 chee as 6.85@ 9.00 Rose, Bulgaria (oz.) ..... 25.00@ 56.00 
Artificial ............... 2.50@ 3.25 Ge vsscsias: . 22.50@ 27.00 Synthetic, Ib. ..... . 20.00@ 28.00 
Birch, sweet .... .... 2250 SM Guaiac (Wood) . . 190@ 2.20 Rosemary, Spanish ........ 1.15@ 1.40 
Birchtar, crude ... . 100@ 1.50 Hemlock ........ . 175@ 2.25 Sage, Spanish ............ 130@ 2.00 
Birchtar, rectified . .... 425@ 5.00 Juniper Berry ... . 3.00@ 5.00 Sage, Dalmation .......... 4.50@ 5.00 
Bois de Rose ............. 3.25@ 3.60 Laurel leaf ..... . 10.00@ 12.50 Sandalwood, N.F. ......... 11.00@ 12.00 
SS ere ANG 60 I ao ie tore ghcural are 165@ 2.00 Sassalras, artificial ........ 50@ .60 
COE Ci ONE vawseccccecs 2.35@ 2.50 Lavender, French . . 235@ 5.25 Snake root ...... , . 19.00@ 23.00 
0 ES 20.00@ 25.00 Lemon, Calif. ...... . 2.85@ 3.00 SOOWUMMED ook cccvcs . - S1S@ 320 
Camphor “White” ........ .35@ ___ 55 DD cackianens . 2.60@ 5.00 Thyme, red ........ .... 2.30@ 3.00 
Cananga, native .......... 3.55@ 3.75 Lemongrass ......... ... 2.50@ 3.00 WEL e dicwlivwdsaneseeuwe 2.50@ 3.25 
PE. peace cudwaa 4.10@ 4.50 Limes, distilled .......... 5.854 6.25 Valarian ........ . 30.00@ 55.00 
COD: iiivisia cv cevcxeaes 3.85@ 4.15 Expressed ...... . 685@ 10.00 Vetivert, Haitian .. . 11.00@ 12.00 
Cardamon ................ 58.00@ 70.00 Lovage (0z.) ..... . 11.00@ Bourbon ...... . 13.00@ 14.75 
Cassia, rectified, U.S.P.....  2.25@ 2.50 Marjoram ................ 350@ 4.50 Wintergreen ...... ..... 400@ 1450 
Cedar leaf U.S.P......... 185@ 2.25 Neroli, Bigarde P. . . 85.00@ 95.00 Wormseed ...... . 3.50@ 3.85 
Cedar Wood .............. 35@ AS Petale, extra NF .. .130.00@185.00 Ylang Ylang, Manila ..... 40.00 Nom’l 
er ere ... 15.00@ 16.00 pS rere 3.30@ 3.85 Bourbon .......... . 700@ 11.25 
Chamomile Roman ....... 250.00@280.00 Ocotea Cymbarum ........ 80@ 1.00 (Continued on page 167) 
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METAL CONTAINERS and CLOSURES 
by 


BRIDGEPORT 


Vanities Powder Boxes 

Jar Caps * = Perfume Vial Cases and Caps 

Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 
Lipstick Containers—Swivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


THE Bripceport Meta. Goops Mee. Co. 


BRIDGEPORT Established 1909 CONN. 
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9 JOHN HORN 335-839 TENTH AVE., NEW YORK 19, N.Y. 
a eon Ee DIE STAMPING ENGRAVING EMBOSSING 
DIE STAMPI Telephone: . Cable Address 
ee ate COLUMBUS 5-5600 HORNLABELS NEW YORK 





@ A 100% pure, uniformly textured, white bees- 
wax that always retains its quality and consist- 
ency. Will not settle, turn watery or give a curdled 
appearance—emulsions remain stabilized even 
during long periods of shipment, storage and 
display. Write for complete information. 


WILL & BAUMER Candle Co., Inc., Syracuse, N. Y., Est. 1855 


Spermaceti Stearic Acid Ceresine Hydistear 
Composition Waxes RedOil Yellow Beeswax 






For designers, production 
men, sales executives, merchandise 
men and buyers in all industries and busi- 
nesses. See all the latest advances in the 
world of plastics. See how to use plastics 
in all forms, old and new — to stimulate 
CHICAGO the sale of your products. Over 100 ex- 

hibits, showing materials, machines, fin- 
NAVY PIER ished products. Consult with the experts 

e — they'll be there! 


— | ik 
MARCH 28-31 G t Tickets: Thi ition i ONSOLIDATED 
- vest Tickets: is exposition is not 
1950 open to the public. Guest tickets are Established 1858 FRUIT JA R C0 ’ 


available free on request by writing (on 


your company letterhead) to — NEW BRUNSWICK, NEW JERSEY 
THE SOCIETY OF THE PLASTICS INDUSTRY, INC. SHEET METAL GOODS : SPOUTS 


295 MADISON AVENUE, NEW YORK 17, N. Y. 


: SPRINKLER TOPS : DOSE CAPS 


B-W LANOLIN U.S.P. 


EV ENTUALLY—F or better creams, with economy 





B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden, N.J. ESTABLISHED 1914 New York, N.Y. 
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(Continued from page 165) Benzyl Alcohol ........... 63@ «71 DE Ga ie ccvecwecaesies 18.25@ 20.00 


; Benzyl Benzoate ......... 80@ 1.00 Ionones 

TERPENELESS OILS Benzyl Butyrate .......... 1.70@ 2.15 a psec sean keae tel 7.80@ = 
’ Benzyl Cinnamate ........ 3.30@ 3.60 DR oid siecsvecanccudnns 4.55@ 8.80 
} ea a Sappho eh ae io Benzyl Formate .......... 200@ 2.30 Iso-borneol .............. 165@ 1.80 
pee om ea See seh ee eee 7.35 10.00 Benzophenone ........... 150@ 1.85 Iso-butyl Acetate ......... 100@ 1.75 
a 35.00@ 41.00 Benzyl-Iso-eugenol ....... 9.35@ 10.00 lso-butyl Benzoate ........ 1.10@ 1.75 
ie ie 75.00@ 85.00 Benzyl Propionate ........ 160@ 2.20 Iso-butyl Salicylate ....... 2.15@ 3.v0 
se eedevavesneswnee sseee aa Benzylidene Acetone ..... 2.00@ 2.75 MGI Se cdaceduccenes 3.35@ 3.85 
Orange nest pace © ee 70.00@ 95.00 DUE: ccncceunawenes 5.75@ 6.35 Iso-safrol rr 2.00@ 2.80 
Peppermint .............. 10.85@ 12.25 Butyl Acetate, normal ..... 4a 15 Linalool sseetangdcenedus 1.85 6.10 
Petitgrain ..............+ 5.75@ 7.00 Cinnamic Alcohol ........ 3.10@ 3.75 Linalyl, Acetate 90% ..... 1.854 5.30 
Reem |. ccc cnceeus 6.25@ 7.00 Cinnamic Aldehyde ....... 115@ 1.35 0% sadshcdnusnecereen 4.10@ 4.75 
DUE: cieanontaunecns ‘ d Cinnamyl Acetate ........ 3.75@ 4.50 pee sm wensueee’ Snee va 

GN Ges ovncéucniwens 5.65@ 7.00 inalyl Propionate ........ ‘ iu 
DERIVATIVES AND CHEMICALS GED ccccardanccvens 3.20@ 3.75 a. sie . ee oe “ye 

Acetaldehyde 50% ....... 190@ 2.75 Citronellyl Acetate ....... 3.95@ 5.40 Methyl Acetophenone ..... . 
ieahanaee wie Se aera 1.50@ 1.75 CN i ved evidacene 2.75@ 3.00 Methyl Anthranilate ...... 2.40@ 2.65 
Meenas GS svcviccessces 240@ 3.00 Cuminic Aldehyde ....... 6.20@ 8.10 Methyl Benzoate ......... 60@ 1.00 
Bei resck tafekacluewuu 15.504 17.00 Diethylphthalate ......... 35@ «43 Methyl Cinnamate ........ 1.75@ 2.25 
Rech bird wren cie re ieate 240@ 3.00 Dimethyl Anthranilate .... 5.50@ 6.00 Methyl Heptenone bind aver sot a 6.25@ 7.00 
ee cw. aetataceiaenena 14.50@ Ethyl Acetate ............. 26@ 30 Methyl Heptine Carbonate 45.00@ 60.60 
it acticnendanenheies 2.40@ 2.85 Ethyl Benzoate ........... 5@ 90 Methyl Naphthyl Ketone .. 3.25@ 4.75 
pe SS eee 9.00@ 11.00 Ethyl Butyrate ........... 0@ 285 Methyl Phenylacetate ..... 130@ 1.85 
2 eee 700@ 8.50 Ethyl Capronate .......... 3.30@ 3.75 Methyl Salicylate ......... 40@ 45 
EE Nerdnsiscntennawaes 19.25@ 22.00 Ethyl Cinnamate ............ 2.45@ 2.80 Musk Ambrette .......... 540@ 5.85 
Ce ea rcccicarcivcuers 14.00@ 16.00 Ethyl Formate ........... 65@ .75 Ketome ................ 5.00@ 5.30 
C 14 (Peach so-called) .. 6.85@ 7.40 Ethyl Propionate ......... 75@ 1.00 Xylene ete ee eee cerns 1.75@ 2.00 
C16 (Strawberry so-called) 6.20@ 7.00 Ethyl Salicylate ........... 80@ = .95 Neroline (ethyl ether) .... 2.00@ 2.35 
Amyl Acetate ............ 53@_~.70 Ethyl Vanillin ........... 6.75@ 6.80 Paracresyl Acetate ........ 2.15@ 2.75 
Amyl Butyrate ........... 85@ 1.10 Eucalyptol .............-. 1.65@ 1.95 Paracresyl Methy Ether ... 2.50@ 3.00 
Amylcinnamic Aldehyde .. 2.10@ 2.50 tii esis deceul 2.05@ 2.85 Paracresyl Phenyl-acetate .. 4.75@ 5.40 
Amy] Formate ............ 1.00 1.25 Geraniol, dom. ........... 3.25@ 3.50 Phenylacetaldehyde 50% .. 2.75@ 3.25 
Amy] Phenyl Acetate ..... 3.75@ 4.10 Geranyl Acetate .......... 2.80@ 3.40 100% ....... seteeeees - 410@ 4.65 
Amy! Propionate ......... 100@ 1.60 Geranyl Butyrate ......... 5.25@ 6.10 Phenylacetic Acid .. -. LU@ 2.25 
Amy] Salicylate .......... 85@ 1.00 Geranyl Formate ......... 5.45@ 6.10 Phenylethyl Acetate ...... 185@ 2.50 
Amy] Valerinate .......... 180@ 2.25 Guaiae Wood Acetate ..... 5.10@ 6.20 Phenylethyl Alcohol ...... 1.65@ 1.90 
OS er eee 100@ 1.50 Heliotropin, dom. ........ 3.10@ 3.90 Phenylethyl Butyrate ---. 355@ 435 
Anisic Aldehyde ......... 2.60@ 3.00  Hydrotropie Aldehyde .... 6.30@ 685  Phenylethyl Propionate ... 3.10@ 4.00 

Benzyl Acetate ........... 70@~ 85 Hydroxycitronellal ...... 6.75@ 8.00 (Continued on page 169) 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known. Bush specialties 
are now readily available. 


W. J. BUSH & CO.,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS . . . NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, Cat. 
LONDON MITCHAM WIDNES 
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CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


ame AMERCHOLS 
aaah are CY gliteally better 


NON-IONIC EMULSIFIERS, EMOLLIENTS AND PENETRANTS 





The AMERCHOLS are surface-active agents which are Naturally good for the skin. Of 
Natural Origin, they represent odorless, color-free forms of cholesterol and related rare 
sterols which we isolate in purified form from animal tissues. They are stable in the 
presence of acids, alkalies and most drugs. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


For complete information write on your company letterhead for your copy of our technical 
booklet. Contains valuable data on the use of the Amerchols in O/W and W/O 
emulsions. Formulas for all types of creams, lotions, hair preparations, etc. 


Our Research Laboratories are available to you for advice and information at all times. 


Have you tried AMERCHOL L-101 Liquid Cholesterol Penetrant for your hair preparations? 


PVT @ | MG OUST ed ea BS 


eo). i eee eo 
ee ons es at hE 


Like all successful chefs, our cosmetic 
formulation experts cater to the 

discriminating tastes of our customers. The finest 
products are developed on basic proven 
formulas, adapted to meet your specifications; 
blended by the practiced hand of thoroughly 
experienced cosmetic chemists. Their perfection 
is achieved through constant research 

and analysis of the customer's requirements 


Our laboratory has available hundreds of 
tested formulas which can be modified to fulfill 
your needs in private label cosmetic 
manufacture. We can create completely new 
products to conform with your needs 


eee am: 
y N y 

MANUWFACTURING COMPAN 
9210 BUCKEYE ROAD e CLEVELAND 4, OHIO 


MANUFACTURERS OF PRIVATE LABEL COSMETICS SINCE 1900 
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(Continued from page 167) Camphor, pwd., domestic . 45@_ 47 Semen Nee) wicecivacass 2.45@ 2.60 


‘ Castoreum, nat., cans ..... 10.50@ 12.50 Silicate, 40°, drums, works, 
Phenylethyl Salicylate ..... 420@ 480  Cetyl, Alechol ..........-- 150@ 1.55 100 pounds ...... vesees 1.00@ 1.35 
Phenylethyl Valerianate .. . a7 rr Chalk, precip. bags, clts .. .024%,@ _  .03 Sodium Carb. 
Phenylpropyl Acetate ..... 135@ & Cherry Laurel Water, jug, 58% light, 100 pounds .. 1.25@ 2.65 
Safrol ........-eeeeeeeeees 88@ 1.00 see ivacicaccre 1.25@ 1.70 Hydroxide, 76% solid, 100 
Scatol C. P. (oz.) .....-.-- > fe Gite Aa ....0c.0.0.s. 24%4@ 26% ME cnaducteaeswns 05@ 4.20 
Styrolyl Acetate ........-. 1S@ 3. Civet, ounce .........-...- 4.50@ 15.00  Spermaceti ..........-... 35@ 37 
Vanillin (clove oil) ...... 4.00@ 4.50 Cocoa butter, bulk ........ 58@ 58% Stearate Zine U.S.P. . . 24@ «36 
(guaiacol) ...........-. 3.00@ 3.05 Cyclohexanol (Hexalin) .- 214@ 22 Styrax..-...00.ee 000s, . 150@ 1.85 
Lignin ...++-...00++ +: 3.00@ 95 Fuller’s Earth, Mines ton .. 27.00@ 30.00 Tartarie Acid ............ 314%4@ 35 
Vetiver Acetate ....+++++-. a = 0 ee a eee 244%,@ 25% Tragacanth, No. 1 ........ 250@ 3.00 
Foe tan Clee ous) 7 a Gum WI svececs sy = ee ade a wey ais a“ = 
a - . ME ccc cueae deus Kies 3 124@ ~ «4! iolet Flowers ........... 5 
Gum Benzoin, Siam ...... 3.50@ 3.85 Zine Oxide, U.S.P. ctns. ... .144@ .14% 
 custenuncawewas 50a 60 
BEANS Gum Galbanum .......... 85@ 95 
NE is civinvinnenees 1.75@ 180 Gum Myrrh .............: L2@ 48 OILS AND FATS 
Tonka Beans Surinam ..... 100@ 1.10 Henna, pwd. ......-..4-+- 25@ 28 
Vanilla Beans Kaolin .......000----00es 0@ 07 Castor, refined, tanks ...... .1854@ 19 
EE: Ca uingia'npacew eke 4.00@ 4.50 Labdanum ..........-.--- 5.00@ 7.00 Cocoanut, crude, Atlantic 
Mexican, whole ........ 6.25 Nom’ Lanolin, hydrous ......... 29@ 30 MON WINE ice ie kev donee EVA 
Mexican, cut 5.00 Nom’l Anhydrous ............- 31@ = 32 Corn, crude, Midwest, mill, 
oie CEE pac0ven eens 2 715@ 3.00 Magnesium, carbonate .... - “ I Fe gare P Or ht ee oe 11%@ 12 
iia a ia a el , Stearate ..ccccccseess:: . Corn Oil, refined, tanks ... .144@ 15 
oak ERE OT TE 30. = ~~ Cottonseed, crude tanks ... lia 
Olibanum, tears .......... @ . Grease, white ............. 0744 
SUNDRIES AND BRUCS SHINEE ccccccccsccceess 1A@ = «18 Lard, Chicago ............ 10%@ ~««11 
ACORONE .crccccccccreveecs 09@ «14 Orange Flower Water, gal. 1.75@ 2.25 Lard Oil, common, No. 1 
Ambergris, ounce ........ 8.50@ 18.00 Orris Root, Italian ........ 14@ ~~ 21 GI dat too, 124%@ 12% 
Balsam, Copaiba .......... 65@  .70 DN Sucdziscccuwuwaas 055%4,@ 07% Palm Congo drums ....... 11544@ 
a niatwinenens 85@ 1.00 Peroxide (hydrogen U. S. P.) Peanut, refined tanks ..... 16@ 161% 
Beeswax. bleached, pure MS. dbpcccceeussaees cs 03%@ 05 Red Oil, single distilled 
Us Be Be cvavcccesceecece 64@ «65 Petrolatum, white .. . 064@ 08% MN ckcaccswesdueasd 124@ 13% 
Yellow, refined ......... 56@ 58 Quince Seed ........ . 100@ 1.50 Stearic Acid 
Bismuth, subnitrate ....... 2.30@ Pe SEE oe cecnedces ss AY4@ «OS Triple Pressed .......... 16@ 4.17 
Borax, crystals, carlot ton . 61.25@ 81.25 Rose flowers, pale ..... . 40@ ~~ «50 Double Pressed ......... MY4@ 14% 
Boric Acid, U. S. P., ton ..129.00@133.50 Rose Water, jug (gal.) . 2.00@ 2.50 Tallow, acidless, drums ... .124@ .1244 
Calcium, phosphate deeees 08@ .08%, Rosin, M. per cwt. ......... 7.50@ 7.60 Tallow, extra ............. 064@ 07 
Phosphate, tri-basic ..... 660@ .0730 Se Perr rrre 40@ «A2 Whale oil, refined ......... Nominal 





HINTERSEBER’S 


| | Genuine 
or _— | OILS OF | Highest Concentrated 
JASMIN CONCRETE | PINE oe | arenas 


Distilled by the Renowned AB | E S p ECT | N AT A OF FLAVORS 


FSCO DE PASQUALE aati | By 


PU SANTI —JOSEE WURTH =~ 


Established 1840 | Producer of The World's Finest 
IMST and FERNPASS Genuine Juices, Flavors and 
MESSINA, ITALY IN THE AUSTRIAN TYROL | Distilled Concentrates 





AROMATIC CHEMICALS AND COMPOUNDS ‘'COURTIER’' 
PROMPT DELIVERY FROM OUR NEW YORK WAREHOUSE — SAMPLES AND PRICE LIST ON REQUEST 


WILLIAM A. HOFFMAN, INC 


EXCLUSIVE DISTRIBUTORS 


366 BROADWAY, NEW YORK 13, N. Y. 
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CLASSIFIED ADVERTISEMENTS | 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations | 
Wanted and Help Wanted, 50c. Please send check with copy. 





BUSINESS OPPORTUNITIES 





WANTED Chemicals, Colors. Pigments, Resins, Solvents, Oils. 


Aromatics, Other Raw Materials & Supplies, Machinery & Equip- | 


ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 





WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No deal. 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review, 9 E. 38th St., New York 16, N. Y. 





INQUIRIES INVITED for unusual and difficult to obtain perfume 
and flavor chemicals. We can supply almost anything in small 
orders. Write Box 2849, The American Perfumer, 9 E. 38th St. | 
New York 16. N.Y. 





FOR SALE 





FOR SALE:—4-Colton 3DT single punch, Tablet Machines 6”, 
V-belt drive, 4% HP Geared-head motor; 2 Stokes F, 4” belt; 
1-Colton #414, 14”; 5-Stokes Rotary RD1 and RD4, 1”; 1-Stokes 
Rotary DD dbl. hopper, clutch pulley and 5 HP motor; 8 Dry 
Powder Mixers, 50# to 2000#; 2-Package Machinery Co. F9 Cel- 
lophane Wrapping Machines; 1-Standard Knapp #429 Auto. self- 
adjusting Carton Gluer—Compression Unit; 9-World or Ermold 
Semi-automatic Labeling Machines; 2-World Rotary Automatic 
Labellers, motor driven, late serial number; 1-Stokes 79-80 Filler. 
Closer, Clipper, motor driven; 60 Stainless Steel, Aluminum, Cop- | 
per, Glass lined, jacketed Kettles, some agitated; 1-Karl-Kiefer 
Rotary 8-spout Vacuum Filler; 1-No. 2TH Micro-Pulverizer; 1-No. 
1TH; 26-Tanks; Stainless Steel, 250 350 gal.; 40-Aluminum 800, 
650 and 250 gal. SPECIAL: 40-200 gal. Aluminum Rectangular 
Tanks at 25% of new price. Send for latest copy of Consolidated 
News listing complete stock. We buy your Surplus Equipment. 
CONSOLIDATED PRODUCTS CO., INC., 14-15 Park Row, New 
York 7, New York, Phone: BArclay 7-0600. 


HELP WANTED 


REPRESENTATIVES WANTED to call on toiletry manufac- 
turers. Our line includes a wide range of perfumers’ materials 
created specially for this industry. Openings available in major 
territories. Write in complete confidence. Samuel Klein, 4 Han- 
over Square, New York 4, N.Y. 





ONE OF THE LARGEST AND OLDEST manufacturers of aro- 
matic chemicals and allied products in the USA has an opening 
for a salesman with a wide experience and a good following 
among soap, cosmetic and perfume houses. Write fully, giving 
age, experience, etc. All correspondence will be kept in strict 
confidence. Reply to Box 2848, The American Perfumer, 9 E. 38th 
St., New York 16, N.Y. 
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HELP WANTED, Cont. 


COSMETIC CHEMIST WANTED 
Experienced Cosmetic Chemist to work independently on research 
and development of new products. Pharmaceutical background 
preferred. Write Box 2851, The American Perfumer, 9 E. 38th St., 
New York 16, N.Y. 


SITUATIONS WANTED 


PERFUMERY EXECUTIVE AVAILABLE 


| Cosmetic Chemist, Ph.D. Well known in his field of 


activities. Broad experience in formulating, manufac- 
ture and also packaging of fine cosmetics and_per- 
fumes. Unusual ability—-while remaining adaptable 


and flexible. Pleasant personality, optimistic and for- 


| ward looking. Interested only in permanent connection 


with assured future. Confidence assured and requested. 
Write Box 2847, The American Perfumer,. 9 E. 38th St.. 
New York 16, N.Y. 


EXECUTIVE SECY.-ASST. 40, single, personable; ambitious, per- 
severing, orderly; proven ability. Over 20 yrs. diversified experi- 
ence; secretarial, administrative, managerial. Accounting; credits 
(wholesale) ; payroll; investment market; income, other taxes: 
correspondence; personnel. Excellent references. Around $4000. 
— Box 2850, American Perfumer, 9 E. 38th St.. New York 16. 


READY FOR YOUR LIBRARY... 


Volume Ill of this monumental 
work on essential oils! 


THE ESSENTIAL OILS, Vol. Ill 


by Ernest Guenther, Ph.D., 777 pages, illustrated and in- 
dexed, cloth, 6 x 9 inches. $10.00 per copy. 


In this third volume, the author begins a group on in- 
dividual oils. The monographs describe the oils of the 
plant families Rutaceae (with special emphasis on the 
very important citrus oils) and Labiatae. 


The sequence of plant families follows in order of tech- 
nical and commercial importance. Their botanical and 
geographical origin and methods of cultivation are cov- 
ered fully. Techniques of distillation and yield of oil, 
their physicochemical properties, chemical composi- 
tion, total production, and uses in industry—abundant 
— you certainly need arranged in up-to-date 
order. 


Maison G. de Navarre says: “In no other work is the treat- 
a of essential oil constituents so complete and up-to- 
ate.” 


Order your copy of VOLUME III today at $10.00 each. Copies 


of VOLUME II also available at $10.00 and VOLUME | at $6.00 
each. 


MOORE PUBLISHING CO., 


Book Department, 9 East 38th St., New York 16, N.Y. 
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PROFESSIONAL SERVICE 





“L'ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 
PERFUMER CONSULTANT 


Creations of Highly Original Perfumes. 
Duplications of Most Difficult Fragrances. 
Unique Kind of Professional Services. 


333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. 


ALBERT B. PACINI, Sc.D. 
Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 











IMPROVE YOUR FORMULA OR LABEL 


Perhaps I can make your preparation taste better, smell better, 
look better or keep better. 
Labeling and Advertising of MEDICINALS and COSMETICS revised 
te conform with FEDERAL and STATE laws and regulations. 


GEORGE W. PEGG Ph. C. 


Consulting Chemist 
57 Fourth Avenue, East Orange, N.J., Telephone ORange 5-9007 








NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 

















FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


45 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES" Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Isopropyl Quinoline ¢ Ethyl Anthranilate 
Isobuty!l Quinoline ¢ Skatol 
Buty! Anthranilate 
Tertiary Butyl Quinoline ©* Butyl Betanaphthol 


EAIRMOUN} 


CHEMICAL CO., INC. 


136 Liberty Street * New Yerk 6, N. Y. 
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PERFUME 





e 
C ONSTANT research, skillful blending and ® 
development of subtle aromatics by the 
Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and 


Floral Creations. 


To be sure of constant high quality and lasting 


consumer acceptance of your products .. . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


business since 1920. 


NEUMANN-BUSLEE « WOLFE 


226 W.Huron St. it CT el ee 








LET OUR CHEMICAL CONSULTANTS HELP YOU 


In Packaging Problems . . . Perme- 
ability and Dermatological Studies 
. . Organoleptic Panel Tests on 
Taste, Odor and Flavor Evaluation. 


FOSTER D. SNELL, wc. 
Write Today 


for Booklet No. 2A 
“The Chemical -o Ga 
Consultant and 6 
Your Business”’ 






_ Chemists 
Engineers 


29 W. 15 St. New York 11, N.Y. WA 4-8800 





Founded 1854 


FEZANDIE & SPERRLE, Inc. 


205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 


LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Exc. 


Your inquiries are invited 
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With its final touch of quality, Dow Indole ranks among the trusted materials 


of the discriminating perfumer. Dow prepares this fine Aromatic 
with meticulous attention to detail, checking and rechecking 
the finished product for chemical purity and fidelity of odor. 
Indole is one of the widely used Synthetic Aromatics, 
indispensable in the preparation, for example, of jasmine 
and orange-flower scents. Dow Indole offers to the 
blender the twin advantages of quality and uniformity that 


characterize the entire Dow line of Aromatic materials. 


7 
Aromatics 
THE DOW CHEMICAL COMPANY -> MIDLAND, MICHIGAN — 


INDISPENSABLE TO THE CREATIVE PERFUMER 





The classic presentation of Lily of the Valley, in a single, rich tone. 
Its stability is exceptional; Mugantheme holds true to its start- 
ing fragrance throughout evaporation. 

Flowery compounds of all kinds are based on this widely used 
material, and its use in cosmetics is reeommended. 


FIRMENICH & CO. 


250 WEST 18th STREET. NEW YORK II, N. Y. 
CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE + IN CANADA: CARAMEED LTD., 350 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND . . . PARIS, FRANCE 





‘ie classic presentation of Lily of the Valley, in a single, rich tone. 
Its stability is exceptional; Mugantheme holds true to its start- 
ing fragrance throughout evaporation. 

Flowery compounds of all kinds are based on this widely used 
material, and its use in cosmetics is recommended. 


250 WEST 18th STREET, NEW YORK II, N. Y. 


CE: 612 NORTH MIC} 





